Next Week 
You Will Find 


in “The Recorder” 


Think of Selling First 


Sam Reyburn, head of Associated 
Dry Goods Corp., New York, says: “If 
you would be successful always, think 
of selling before you buy.” 

Every man, to justify the name of 
Merchant, should measure his selling 
season and anticipate his stock to the 
reasonable expectancy of sale in that 
season. And yet we know of one store 
that has never sold less than 600 items 
of a certain staple number in the month 
of October and it faces that month 
with 180 pairs of shoes. 

That business is not sick and yet it 
depends upon the nursing of an in- 
stock department for the volume which 
has heretofore never failed. That mer- 
chant knows that his customer’s inven- 
tories of that particular shoe are at 
lowest ebb. 

When the tide of demand sweeps in, 
as it always does with a change of sea- 
son and weather, there is a possibility 
of one cash register, at least, being left 
high and dry. Multiply that in a thou- 
sand or ten thousand points of contact 
with the consumer and you sense the 
potential possibilities for good of the 
RECORDER movement towards making 
inventory dynamic. 

Read this issue, for it contains the 
secret of the new placement of inven- 
tory close to the point of use. 
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Every Morning You Wake Up 


the 


NASHVILLE 
POSTMAN 


NY Y 


ae six o’clock every 
“morning a special mes- 
senger from the Nash- 


In-Stock Statistics 


98.6% of mail orders shipped 
the same day as received. 


Weekly Mail Orders represent 
over 60% of our total business. 


The average number of mail 
orders per week is 2,902. 





Artist’s drawing of the 
Jarman In-stock De- 
partment which occu- 
pies an area of 30,000 
square feet in a new 
factory wing. 


ville Post Office unloads the first 
morning mail, three hours ahead 
of the usual delivery, to expedite 


handling your mail orders. 


A special corps of office workers 
is on hand to sort the mail, and 


route it, so that 
when the reg- 
ular staff comes 
on, the machin- 
ery of our in- 
stock service is 
geared up, ready 
to spring into 
action. 


Before the 
day is over the 
shipping room 
has packed 98.6% of the 
shoes ordered that day, and 
delivered them to the trans- 
portation company, ready 
to ride home to you. 


This prompt service re- 
quires the work of a com- 
plete office force, and an 
in-stock department  oc- 
cupying an area of over 
30,000 square feet, where 
5,500 individual stock 
items — sizes, widths and 
styles, are on hand at all 
times. 


JARMAN SHOE 


These Shelves Are Yours 


These are the shelves that enable you to: 
. . - have less capital tied up in your inventory, 
. ++ maintain a balanced assortment of sizes and widths in a 
fresher stock in style at the moment, 
. concentrate your merchandising activities on one line of shoes 








Which Permits You to 


1. Achieve a greater turn- 
over. 


Friendly Five 
Military Riding Boot 
to Retail at $5 


Full length, calfskin, military riding 

t, with genuine bleached leather 
lining at the same ee _ of 
high top shoes, to retail at 


2. Maintain a better cash 
position. 


3. Accept all cash discounts 
offered. 


4. Earn a Greater Net Profit. 


Here’s the lever to pry open frozen 
and delayed 1932 business! Here’s a 
boot that is really something to talk 
about — and when you put it in your 
window, your store will be talked 
about. New t 8, old 

drawn as if by a magnet. An utterly 
new conception of shoe and leather 
value at the right time! 





For swifter transmission of 
orders consult your catalog and 
telegraph code book. If you have 
misplaced it we will gladly send 
you another. 


If our man in your territory 

hasn’t visited you yet, write the 

factory for information. Com- 
plete merchandisin 
and goeusatianel 
plans now ready. 








COMPANY —- NASHVILLE, TENNESSEE 
Boor AND SHOE RECORDER 
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September 24, 1932 


The VOICE of the TRADE 


George E. Musebeck, 


president of the Musebeck Shoe 
Company, Danville, Ill., says: 

“We find a number of dealers 
who are no longer interested in 
poorly made shoes at a price but 
are starting to feature a shoe they 
can stand back of and with which 
they can build permanent custom- 
ers. 


4 FAs 


“Inventories are low, including 
home closets of men. We are 
pleased with the optimism that is 
developing in the shoe business and 
as soon as the increased buying 
power that comes from the many 
payrolls that are being increased 
throughout the country has an op- 
portunity to reach the average deal- 
er there will be a very noticeable 
change in the volume of retail 
business. 

“We are running full time and 
full production at the present 


time.” 
kk Ok 


Ca. E. Williams 


of St. Louis and known to his com- 
munity as the “Mayor of Franklin 
Avenue,” the district within which 
his store is located, headed as gen- 
eral chairman, the St. Louis dele- 
gation of leading business men who 
visited the Missouri State Fair 
held at Sedalia, Mo., recently. As 
general chairman of the delegation, 
he introduced the political aspir- 
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ants for offices within the gift of 
the voters of Missouri. Civic co- 
operation plays an important part 
in his service to his home city. 


Wm. Schiela 


of the Surpass Leather Company, 
Philadelphia, joins the Hole-in- 
One Club for a shot made at the 
Sandy Run Country Club. It was 
the first hole on the course, 298 
yards from tee to green, and it is 
the first time that that hole has 
been made in “one.” 

Mr. Schiela has been with the 
Surpass Leather Company some 
twenty-two years. 


* 


* %* 


Jutian Sternbock, 
in opening his new store in Wich- 
ita, Kans., has a slogan: “Fit and 
Wear in Every Pair”; and in full- 
page announcements tells the pub- 
lic: ‘“My business is your feet. 


MY CREED 
| 











The styling and fitting of shoes has 
been my life’s work—not so much 
to provide the necessities of life, 
but because I get a genuine thrill 
out of fitting feet comfortably and 
stylishly and then watching the 
wrinkles, caused by foot troubles, 
disappear from the foreheads of 
my customers. 

“Buying and selling shoes is not 
all there is to the shoe business. 
Low prices alone do not interest us 
—nor should they interest you. 
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The important thing is first to 
make sure of a proper fit; and that 
you are buying the right styles, of 
dependable quality. 

“We've said it many times in the 
past and we repeat it again ‘our 
business is your feet and we will 
stand back of any shoe sold in this 
store or refund your money.’ [or 
better service, my interest will be 
confined to this one store. | have 
no interest in any other store in 
Wichita.” 


ee 





‘om jointly owned 
Louisville newspapers, which have 
recently been carrying a half page 
of illustrated items of interest re- 
garding Louisville merchants, bus- 
jness concerns, etc., under the 
heading “Strange but True,” sim- 
ilar to “Believe It or Not,” recent- 
ly carried the following unusual 
incident regarding the store of J. 
Zoll & Sons, Louisville: 

“Years ago a woman came into 
J. Zoll & Sons, the oldest retail 
shoe firm in the State (est. 1867). 
Her size was 3. After being fitted 
she saw a very large pair of shoes, 
the same style; they were size 9. 
She asked the price and when told 
it was the same as the small size, 
she said: ‘In that case Ill take the 
large ones.’ 

“She never brought them back. 
Zoll’s often wonder what the little 
lady did with the large shoes.” 











F ootball shoes 


having very thick soles of rubber 
and uppers of fabric, as well as 
football shoes of leather, are dis- 
played in the exhibition booth that 
the New England Council main- 
tains in North Union Station in 
Boston. The shoes are from 
Draper & Maynard of Plymouth, 
N. H. 


* * * 


isons Improvement 
in the shoe industry continues to 
gain and from the West comes the 
encouraging statement from W. 
H. Moulton, president of the In- 
ternational Shoe Company : “There 
has been a definite improvement in 
the shoe industry and the sales for 
the last week were 25 per cent 
greater than for the same week a 
year ago. 

“I have heard more optimistic 
statements in this office in the last 
two weeks than in the previous 
two years. We are employing 
more workers, and if business con- 
ditions continue to improve we can 
take many of our old workers who 
are now idle. If we can just get 
the unemployed back to work, we 
will have made real progress and 
every one is now working toward 
that end. 

“Tt would take a courageous man 
to say that the depression is over. 
I will say there has been a decided 
improvement.” 





Sic Boston Daily 
Globe tells the story of Charles 
Courtney who has won world-wide 
fame by his skill in opening safes, 
vaults and locks of all kinds. One 
day Mr. Courtney was called to 
the office of a large jewelry estab- 
lishment to open a vault containing 
thousands of dollars in precious 
stones. It was the type of safe 
for which the combination, instead 
of being a series of numbers, was 
a series of letters that spelled out 
a word. The code word had just 











PROFITS 


—Profits is plural—and correctly so—be- 
cause to be safe and economic profits 
must be recognized on both ends of a 
transaction. 

—“It is just as necessary to buy goods on 
which a satisfactory profit is made as it 
is to sell goods at a profit.” 

—No business transaction can be regarded 
as normal or wholesome unless both 
parties come out ahead. 

—The predatory buyer isn’t a credit to our 
industrial system. If he must profit at 
the expense of the seller he is helping to 
create a situation which will engulf him- 
self sooner or later. 

—‘‘Live and let live” is a good business 
principle to adopt for the new era to 
come. 


Cie & yc 


President. 





been changed, and the first time 
the proprietor tried to dial it he 
met with failure. Alarmed, he 
called Courtney. 

“What’s the word it’s set for?” 

“Boots,” said the man, “Like 
you wear on your feet.” 

Courtney dialed B-O-O-T-S, 
and felt the tumblers click into 
place. But before opening the 
door he turned again to the pro- 
prietor. 

“You say the word is ‘Boots’,” 
Courtney repeated. “How do you 
spell it?” 

“B-U-T-E-S, of course,” said 
the man. 

+. - 


W itiiam Feather, 


economist, says: 

“Henry Ford said that up to 
forty a man should not try to save 
money but should invest his sur- 
plus in the improvement of him- 
self. For example, he might study 
books on business. The business 
press of this country is the most 
extensive in the world. Our busi- 
ness papers are brilliantly edited. 
Our business books are more 
numerous, more practical and bet- 
ter written than ever before. An 
expenditure of $50 a year for 
books and magazine is a first class 
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investment for any young man, 
even though his salary is only $100 
a month. Having bought such 
books and magazines, he should 
read and assimilate them.” 

x * * 


Bie are 


2500 known species of lizards on 
land and sea. Of them scarcely 
more than a score are used for 
making leather for shoes and the 
Calcutta variety, from India, is 
chosen for the moment. It has no 
rings, and that’s one way to tell it 
from other varieties. The skins are 
small. The leather dealers who 
handle them, measure them across 
the back, at the widest part, wher- 
ever it may be, with a foot rule. 
Skins of a width of about eight 
inches are preferred because they 
cut up economically into pumps, 
ties and oxfords. When skins are 
too large, the grain of them is apt 
to be too coarse, and furthermore, 
too large a portion of them goes to 
waste in the cutting of vamps and 
quarters. When skins are small, 
they must be cut up into trims, or 
into pieces that may be put to- 
gether to make shoes of an unusual 


number of parts—such as are 


sometimes called “segmented 


shoes.” 
x *k x 


, S. Rauh, 


vice-president of Rice-Stix Dry 
Goods Company, St. Louis, says: 





“The combination of higher 
prices for commodities and the de- 
pletion of stocks of manufactured 
goods has been the compelling fac- 
tor in the stimulation of business. 
This quickened demand has re- 
sulted in manufacturers requiring 
more raw material and more help 
which, in turn means increased 
purchasing power. 

“There will continue an expan- 
sion of demand for goods of all 
kinds which means less unemploy- 
ment, better conditions and higher 
prices.” 
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Frank Felice, 
the college cobbler of South Had- 


ley, Mass., mends shoes for the 
girls of Mount Holyoke College, 
as well as for the citizenry gener- 
ally. He learned to make shoes by 
hand in his native land of Italy; 
acquired knowledge of machine 
methods in Lynn; went to South 
Hadley in 1894 to work on a rail- 
road construction job, and liked 
the town so well that he decided 
to settle down within its precincts. 
Thus he established his cobbling 
shop and his flourishing business 
of mending collegiate shoes. 








Mis Katherine Cranor, 


of Iowa State College, reports that 
she examined 311 high school girls 
and found that 269 of them were 
wearing shoes too short and too 
narrow. Posture suffered. So 
did feet. Of those whose shoes 
fitted their feet properly, 89 had 
good posture. Miss Cranor says 
she tested 30 lines of health shoes 
and found but eight of them to be 
good and proper. 


* * * 


Biack in greater 
volume with burgundy major high- 
style leather color for early Fall, 
is revealed by figures released by 
B. W. Rankin of the Hunt-Rankin 
Leather Co., manufacturers of 
suede calf. In suede, of the busi- 
ness booked thus far this season, 
black has accounted for fully 50 
per cent. Next in order is brown 
which has accounted for 30 per 
cent of the total; burgundy, 15 per 
cent, and admiralty blue, 5 per 
cent. Business in suede has been 
good, Mr. Rankin reports. “Of 
course,” he says “everyone knows 
it is a suede Fall.” 
*x* * * 


The story is 


told of two lanky youths from 
Kentucky who were ribbing one 


Boor AND SHOE RECORDER 


another, encouraged by the inter- 
est of the onlookers. 

“You’re such a farmer that 
folks have to spread hay around 
to make you feel at home,” one 
said to the other. 

“Yeah? Well, you went bare- 
footed so long, and your feet got 
so calloused that when they finally 
put some shoes on you, you wore 
them out from the inside,” re- 
torted the other. 


* * * 


F igures on fitting. 
This singular statement is made by 
a last maker of Lynn: 

“100 per cent skill in fitting 
shoes was required when boots 
were in fashion—for the entire 
foot, including the ankle, had to be 
fitted. 

“50 per cent skill in fitting shoes 
is required when oxfords and 
pumps are in fashion, for the 
leather of these shoes covers a 
lesser area of the foot. 

“25 per cent skill in fitting is 
needed for fitting sandals and 
such, for these shoes are so skele- 
tonized that they stretch readily 
or otherwise conform to the foot. 


























Clerk: “Cash or charge?” 





Tooth brushes 


and shoes! The two seem as re- 
mote as the moon and green cheese. 
Yet, if it were not for tooth 
brushes, there would be no fine 
shiny edges on soles of shoes. 
Edge makers buy tooth brushes. In 
a flame they burn the bristles until 
the brush is reduced to a width of 
that of the edge of the sole. With 
the brush, thus burned, they apply 
liquid finishes to the edge of the 
sole. In this way they avoid flow- 
ing the finish over onto the upper 
and soiling it. Then, with a warm 
iron, they bring the finish to a 
lustre. 

So tooth brushes are among the 
multitude of strange items that 
have their part in this business of 
footwear. 

ee 


An order for 
labels for shoe boxes, printed in 
Chinese, is being filled by the Tol- 
man Print Company of Brockton, 
and the check in payment for them 
is drawn on a Chinese bank. The 
labels are going on boxes for a 
shoe store in Honolulu. 





N 





ww 
\\ 





Customer: “What’s cash?” 
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Tanners. Color Conference 


Margaret Hayden Rorke Ir.terprets Fashion and Color 
Forecast at Trade Meeting in New York City 


Telling the trade the number 
and color of leathers to play for volume business for 
Spring, 1933, the Tanners’ Council held an opening 
meeting at the Hotel Astor, New York, Sept. 19. 

The big ballroom on the first floor had its booths 
and displays of leather, and leather men were in 
attendance. In the room adjoining the, leather ex- 
hibits the first meeting was held, with an attendance 
of about 300 men and women. This was termed a 
Color Conference—with one superb color presenta- 
tion by Margaret Hayden Rorke. The prolonged ap- 
plause which greeted her after her talk prompted the 
presiding officer, Fraser M. Moffat, to say that the 
tanner could rest his case as to the place of the six 
colors and black and white for women’s footwear and 
feel assured that the volume of business next Spring 
on these eight colors proved that the experiment of 
the leather opening and color conference at so early 
a date was in order with good economic planning. 

President Moffat, in opening the meeting, said: 

“My greeting today is of two kinds, first, one of 
appreciation of a completely different economic at- 
mosphere ; second, of the baptism of courage for the 
future, which has come to us, and belief on the part 
of a great industry that before we meet again in the 
Spring we shall have abundant evidence that we are 
now well on our road to happier days. 

“Ordinarily at this time the Style Conference, in 
which the National Shoe Retailers Association is par- 


ticularly interested and for whose efforts in making 
that Style Conference a success we owe them a very 
great debt, would be a part of this program. But at 
the request and pressure of important shoe manufac- 
turing interests we set this date of Sept. 19 and 20— 
earlier than we have ever convened before. We were 
soon in an embarrassing position because it was plainly 
evident that at this time no proper forecast of what 
the fabricators of shoes and garments could be made 
for Spring. That will, therefore, come a little later, 
and the influence of style will be considered when 
those trends are more evident. What we are showing 
today is the material basis upon which style and fab- 
rication must be built and what the shoe manufac- 
turers and the shoe retailers will do with our product 
will be a matter for future consideration. Our re- 
sponsibility is, therefore, to present the material chosen 
under the careful advice of our authoritative friends. 
of the Textile Color Card Association and then to 
await with entire confidence a later date at which 
those responsible for the determination of how these 
colors and leather shall be used will give expression 
to that opinion. 

Mr. Milton Strassburger, assistant corporation 
counsel of the City of New York, gave the conference 
a welcome to New York. 

Mrs. Rorke interpreted the Tree of Color as fol- 
lows: 

“What are the facts governing the selection of the 
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six Classic staple colors chosen by the joint Color Com- 
mittee of the Allied ‘Shoe and Leather Industries? 
This question constitutes, I think, the roots of the tree 
or the basis upon which you must build your color 
program. Just as roots take their nourishment from 
the soil, so do colors derive their sustenance from 
lashion. As the past form of procedure had been 
changed and the Leather Opening was to be held by 
the Tanners Council earlier this year, only basic or 
classic staple colors—those which had been well tested 
in the laboratory of consumer acceptance—and which, 
keyed with assuredness to the Spring trends, could 
be chosen for early seasonal promotion. 


dd 
At a later date, when so-called 


high fashion in textiles and kindred industries be- 
comes more crystallized by manufacturers’ accep- 
tance, then your committee expects to choose a few 


novelty colors to fit into this category. It is believed 
that at this time and under present industrial condi- 
tions, this is the safer and wiser procedure to follow. 

“Add now for the WHY of these staple colors: At 
this time last year color and fashion analysts were 
eagerly watching the development of beige as a high 
fashion note in the costume. The return of this old 
favorite was expected, for after many years of retire- 
ment it was showing decided signs of staging a come- 
back—and logically—for the time had arrived in the 
evolution of fashion when beige could gracefully step 
into the picture because of its relationship to the pop- 
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ularly accepted brown, and because of the color con- 
trast mode. The early predictions of beige were veri- 
fied and, as a costume and shoe color in self-tone, also 
as a combining shade, it has grown in favor during 
the past twelve months in fashion centers here and 
abroad. The growth of beige, fortunately from an 
industrial standpoint, has not been too rapid, so that 
it has not been killed before it had a chance to be 
reborn. Its growth has been cautious and healthily 
slow. As beige has always been essentially a Spring 
and Summer color, it wisely began its entrance at a 
consistent time, last Spring, and hence created a fa- 
vorable impression. Its course has been well charted 
—it has gathered adherents consistently and is con- 
tinuing to assume greater fashion significance, so that 
it has every legitimate and logical reason to hold a far 
stronger position in Spring, 1933. Its impetus as a 
leather color promises to increase as the season ad- 
vances, and if not injured by false stimulation— 
through unwise promotion involving too early sea- 
sonal exploitation, wrong locale and, above all, over- 
production—it has an excellent chance to start on a 
successful career. 

“With these well-defined signals as an influencing 
factor, your conimittee has chosen two shades of beige 
for Spring and Summer promotion. We classify these 
as “Classic Staples” because we confidently believe 
that they, in addition to the four other colors recom- 
mended for promotion, will constitute the dominating 
colors in footwear for the Spring and Summer of 


1933. 





COROSAN a (coined word suggested by the clear 
fine sand grains of the famous beach at Coronado, 
Cal.) and Chaff. These two shades interpret the per- 
fect types of light and medium beiges to harmonize 
with the neutral tones which the new Spring beiges 
will assume. In textile parlance these are ficelle— 
meaning string—greige—a synonym for natural, as 
well as any of the slightly warmer tones. Corosan 
complements all the new pastel shades, as well as the 
light beige costumes. 


CHAFF—This is the deeper interpretation in the 
leather beige family. It is clear in tone and medium 
in strength, and will blend correctly with the new 
fabric beiges similar in cast and intensity. It likewise 
forms a smart degrade or tone-on-tone effect with pale 
or pastel beige to be promoted for costumes and mil- 
linery. Chaff as a leather color can be successfully 
used alone or in combination with Corosan, Fawn 
Brown, Indies Brown or Black. It is especially 
adaptable for town wear. } 


FAWN BROWN—It is interesting to review briefly 
the history of Fawn Brown, the third leather color on 
our list. A year ago we introduced it under the cap- 
tion of “High Style Colors” and recommended it be- 
cause of its neutral harmonizing and combining qual- 
ities—and advised its adoption for town wear. This 
color has lived up to its promise, after being put 
through the crucible test of consumer ratification, and 
is once more chosen, this time as a classic staple. It 
is repeated not only because it has proven successful 
for general wear, but because it keys into the costume 
browns of lighter tonalities, for plain fabrics and mix- 
tures, now attracting the interest of fashions for 
Spring. Fawn Brown combines, and with easy as- 
surance, with Indies Brown, Corosan and Chaff in two 
or three color effects. 


INDIES BROWN—And now we come to a leather 
color which bears the hallmark of sterling quality— 
one of the most successful colors ever created, Indies 
Brown. It has become the most widely accepted ver- 
sion of a neutral dark brown leather and one of the 
most versatile. It is because of its versatility and 
capability that Indies Brown is again reelected to serve 
an appreciative public for another term. Since brown 
in the general scheme of fashion will again play an 
important part, especially in collaboration with other 
colors—or as an accent note it emphasizes the impor- 
tance of Indies Brown as a basic volume color. It 
again forms an effective and correct gontrast to beige, 
grey, pastels, white and the deeper animated tones. 
It is the dark brown to key with all the new costume 
browns. It can also be used smartly with new town 
greens and reds. 


SWAGGER BROWN—Here’s where there is much 


ina name! Through several seasons of promotion it 
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Branches and leaves represent the fabric colors for the Spring season. 
As exhibited by Mrs. Margaret Hayden Rorke 


has kept its smart personality. Other browns of the 
same genre come and go,. but somehow, good old 
Swagger goes on forever. It now assumes added em- 


phasis because it is the perfect interpretation of the - 


Russia tone of leather—and since fashion definitely 
declares that she is “going swagger,” for some of her 
moods at least, Swagger Brown, name and all, steps 
in to be the smartly correct accent to the very new 
swagger type of costume. This color is especially 
appropriate with navy or Oxford grey tailleurs, also 
the new rust shades in fabrics. It combines excel- 
lently with white for the spectator sport shoe. You 
will find it on the Color Tree in relationship to greens, 
browns and animated tones. 
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for Spring, 1933 


INDIES 
BROWN 


BROWN 


The fruit represents the shoe colors to be worn with these fabrics. 
at the Tanners’ Color Conference, New York. 


ADMIRALTY BLUE—This is the classic rendition 
of navy blue and has, like Indies Brown, been long in 
favor. It has no rival in the dark blue family and 
will be as usual, successful for Spring promotion. Ad- 
miralty Blue assumes added importance for the 1933 
Spring season because of the continued style signifi- 
cance of navy and the coming trend toward a wide 
gamme of softer blues. The dark blue shoe has be- 
come so entrenched in the cosumer’s favor and her 
definite acceptance of it as a necessary part of her 
wardrobe establishes, without speculation, its place in 
the Spring fashions. It has also been enhanced by 
the slower, but now assured, acceptance by smart 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 24, 1932 


women of the dark blue glove. In addition to its com- 
bining qualities with blue costumes, it now has an 
added asset because of its contrasting efficiency with 
the new Spring greys. 


BLACK—As always, black leathers will represent 
a substantial proportion of Spring volume. Apart 
from its staple and economic aspects, black assumes 
again a style prestige because of the contrasting theme. 
Black will form a smart accent note, in partnership 
with the glove, bag and hat, with the new beiges, 
greys, pastels and “washed-out” tones. In this phase 
of Fashion, black and Indies share honors. 


WHITE—The all-white shoe gives every promise 
of saying “ditto” to its great success of the past sea- 
son, and it will still continue as a dominant note in 
Summer fashions. The black-and-white shoe will as- 
sume a new and interesting interpretation because of 
its advancing into the formal type for town and after- 
noon wear—and it can be smartly worn with different 
color ensembles. 

The new brown-and-white shoe will assume the 
manner of a swagger spectator sports type or, in 
other words, step to a new tempo. 

Mrs. Rorke promises an early selection of names 
for the men’s leathers in the Spring, 1933, color card. 
At this time only one color has been christened, with 
the somewhat significant name, BOURBON. 


“The show emphasized use of leather,’ declared 
A. H. Geuting, president of National Shoe Retailers 
Association. 


“In attending the leather opening, I cannot help but 
enthuse at the marvelous display and wonderful prog- 
ress that American tanners have made in the perfec- 
tion of their industry. This show indicates many im- 
provements in texture, color and general versatility of 
standard leathers. Amazing progress was also shown 
in all kinds of reptile skins. Only a few years back 
these novelty leathers were not thought of from an 
American tanning point of view. Today there is no 
need for the American trade and people to turn to 
anything but domestic finished leathers. 

“The committee, J. J. Lyons, J. W. Griess, G. H. 
Mealley, J. T. McCauley and F. H. Miller, who have 
for a number of years devoted their time and talent 
to the promotion of leathers through presentation at 
our styles conferences, are to be commended for their 
progressiveness. 

“Without interpretation of leathers and colors to 
the trade through these shows, the industry as a whole 
would not have become well informed as to the prog- 
ress of American tanning. In the last analysis the 
tanner is looking to the use of his product and is 
therefore in real sympathy with the retailer who dis- 
tributes the ultimate product through the retail stores 
of this country.” 
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Matthew A. Condon, photographed with Pilot Edward M. Knaup, secretary and treasurer of Midwest Airways, Inc., at the Municipal 
Airport in Milwaukee, Wis. 
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ut and Sell Your Man 


How One Merchant Plans to Do It Now 


By MATTHEW A. CONDON 


Member of the Firm of Jas. F..Condon & Sons, Charleston, 
S. C., and Director, National Shoe Retailers Association. 


Selling more men’s shoes—and 


selling them RIGHT! It sounds something like the 
REcorDER’s slogan, doesn’t it? Well, that is what we 
have set out to do this Fall, and it is what I see ahead 
possible for the merchant who will get behind his 
men’s shoe business enthusiastically and intelligently 
—more readily now than ever before in my 22 years’ 
experience. 

Yes, I feel that we are right in a national expec- 
tancy of better business in men’s shoes for this coming 
Fall. Some reflections from the past Spring show 
this definitely. The older men bought sport or two- 


tone shoes for the first time, in some cases, extreme 
styles, even. My deduction was, they are anxious to 
keep up as young an appearance and spirit as the 
younger man, so as to be sure of holding their jobs, 
or if out of employment, to be rated as of young 
ideas, so as to get a job. 

Again, the younger man is wearing better shoes or 
shoes of better appearance, and also is clothes-con- 
scious, because he cannot afford, as he could and did 
in the prosperous years, to look seedy or ill-kept or 
careless. On his appearance depends his surety, to 
some extent, of continued permanent employment at 
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any wage. I find also, that men’s wives have been 
giving attention to the dress, shoes and general ap- 
pearance of their husbands, for principally the same 
reasons as expressed above, whether consciously or 
not. In other words, it is more than ever a young 
man’s world, but not necessarily in years. 

I formerly gave most attention to the women’s and 
children’s shoe end of our business. In the first case, 
because the style factor and the feminine factor made 
it more pleasurable. To the children’s, because to 
me it is the easiest, as well as the department we can 
use as a feeder on which to graduate our patrons to 
either the women’s or the men’s department in time. 

However, I have always mixed with men, and pos- 
sibly to some extent, as a so-called leader, but I had 
never become very much interested in selling my 
friends shoes, as I was not interested in men’s shoes. 
I suppose this was, principally, because my success 
there seemed always negligible, too prosaic and with- 
out thrills. 

However, now, with a good $5 line of men’s shoes 
—and, by the way, this price (though some might 
have sneered at it a few seasons ago) is, without 
doubt, the real price for men of all classes and means 
today, tf the line is nationally known—has the ear- 
marks of fashion, real basic quality in construction 


A free airplane trip over Charleston proved a strong selling 
stunt when offered by Condon’s to every man buying a 
pair of its featured lines of shoes. 
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and good fit—I find a greater interest in helping to 
dress up the feet of my friends and, in turn, of mak- 
ing the acquaintance of a larger circle of men. Among 
them are school and college boys, but all now have 
the air of younger fellows. 

I am going to tell of some of the things put over 
this Spring to make up the greatest men’s business in 
pairs that our store has ever rolled up to its credit. 
I will also tell how I am going to go one better in 
my efforts for this Fall. 


F irst, we displayed our new 
Spring styles earlier than any other store and we let 
the men of Charleston and vicinity know of it by post- 
cards in colors. Then consistent, small space news- 
paper ads, well illustrated ; then our constant window 
displays, using all of the materials furnished by the 
factory, such as cards, stands, price tickets and most 
important NEON signs, inside and in the window. 

Next, I made it compulsory that every man in the 
store, no matter in which department of the shoe 
store, should go out of an agreed morning each week 
and give out his cards, talk about shoes to men in 
offices, factories, garages, etc., and leave an attractive 
package of matches, and, most important, that a direct 
invitation be tendered to each man approached that 
he visit our men’s department and at least try on a 
pair of the new Spring styles. This last, I say, was 
most important, because until we started to work this 
I did not at all realize in how many families we were 
selling the women and children shoes, in some cases 
exclusively, and yet had never sold the Man of the 
House—principally because we had not invited him 
in and were not prepared for him, if he had come, 
with the priced shoes he would buy. 

One of the ads told of a demonstration with factory 
salesman on hand. This worked splendidly, with the 
enthusiastic cooperation of the Carolina salesman of 
Freeman Shoe Co., Beloit, Wis., A. Hoyle Hinkle. 
He previously was a clothing and shoe retailer in 
Greensboro, N. C., and is fresh enough from this 
field and successful enough to have the right view- 
point of the needs of his retailer accounts. The ma- 
terial furnished by the Freeman factory consisted of 
shoes in process of manufacture, skins, insoles and 
outsoles, counters, etc., and you would be surprised 
how interested men were to know about the insides 
of the shoes that they were wearing, or we wanted 
to sell to them. This Fall, on Sept. 15-16, we are 
going to work the Demonstration idea out to far 
greater perfection and, I am sure, success. At that 
time we will also have a foot-comfort expert repre- 
senting Dr. Wm. M. Scholl, of Chicago, in our store, 
and we are going to have a store-wide sale in every 
department of the smaller school articles that any 

[TURN TO PAGE 44, PLEASE] 





Two Important Showings Sum 


Fall Styles Off to Flying 
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lvs like the good old times 
on Fifth Avenue these days. Women looking smart 
and merchants looking pleased! A couple of days of 
snappy weather. Just enough to bring everyone into 
town in a mad rush to buy Fall woolen dresses and 
Fall shoes. The street so choked with cars that it 
takes half an hour to taxi ten blocks! Business. 
Good business! 

Many fashion showings and Fall displays, and two 
of the most important ones sum up the fashion situa- 
tion to date—BrrcporF GoopMAN’s on Fifty-seventh 
street, with an impressive collection of gorgeous 
clothes that will set the pace for high fashion; the 
FASHION AND QUALITY CONFERENCE of the National 
Retail Dry Goods Association at the Hotel Pennsyl- 
vania, representing the volume fashion suggestions 
made by eleven committees for 3800 member stores. 
Between the two, you have a well-rounded picture of 
what Winter trends are all about, now that the Paris 
openings have simmered down and buying has begun 
in earnest. 
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The High Style Picture 


The mannequin parade at Bergdorf Goodman’s tells 
a color story of red. For day. For evening. Reds 
that look amazingly new and refreshing in a season 
of many reds. The fashion editor who said “she was 
sick and tired of reds and never wanted to see an- 
other red dress” changed her mind when she saw this 
showing. For the rust cast and the deep purple cast 
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The side-lace oxford 
with the grosgrain bow 
is the “fashion Ford” for 
young customers. An at- 
tractive lizard and beige 
combination. 


One of the smart new costumes for 
the fall season. A Schapiarelli coat 
with the typical muffled-up neck- e 
line that calls for the higher cut in 
shoes. Pee: 


SES 
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Up Accepted Mode in Clothes and Shoes 
Start as Cool Days Arrive 








SIX HIGHLIGHTS FROM THE NEW 
STYLE SHOWINGS 


Gray is stronger and stronger in ready-to-wear. And 
gray with brown shoes and other brown accessories is 
the smartest form of the gray ensemble. 


We can’t say enough about high necklines . . . or 
over-emphasize the importance of high-cut shoes, 
stressing the side-lace oxford and the gypsy toe as two 
outstanding types. 

Orange is the newest high color. Copper metal 
touches are shown in ready-to-wear, jewelry and bags. 
Why not copper buckles and ornaments for shoes? 


Exclusive dress fashions go in for color contrasts, but 
in a new proportion. Sixty per cent of one color, 40 
per cent of another. More evenly balanced. How is 
that for a formula for a beige Spring shoe? 


New York stores are all excited about velvet gloves. 
An easy accessory for the shoe stores to handle. Only 
two sizes need to be stocked in the shirred velvet type. 


Stitching is by far the favorite trimming detail in the 
shoe displays. And rows of stitching, placed close to- 
gether to give the effect of braid, is its newest form. 

































































in these subtle French shades have written an entirely 
new chapter in the history of the color. 

After the reds came the “new neutrals.” Gray. 
Greige, the middle course between beige and gray. 
Also a group of pale, neutralized pastels. Gray blue. 
Dusty pink. Again and again the gray costume came 
down the runway. In tailored outfits and even in 
evening dresses. Light grays and dark grays with the 
accent on the middle, smoky tones that combine well 
with dark brown. And this brown contrast was _ 

[TURN TO PAGE 42, PLEASE] 
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, : A useful gore pump “goes 
Tips and heel foxings with everything.” Black 
are treated in new f. te suede with Lyolene lizard 

7 "2 : and beige kid form the ma. 


ways. This laced 
thong effect on a terials of the shoe shown at 
the top. 


black suede pump 
with patent trim is 
novel and distinctive. & 

; : ——— The important T-strap 
model, a well-designed com- 
bination of moderate cut- 
outs and stitching, is shown 
in the middle illustration. 
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Don’t “Cut” Your Regular Fall Season 


The battle for business 


must be fought in the next six weeks if the shoe 
stores of this country are to make any sort of a show- 
ing for the year’s effort. The six weeks’ cycle of 
retail trade has something to do with the habits of 
people to buy in common pushes and as such it has 
certain advantages and many limitations. 

The retail store that plans its promotions to make 
the most of the selling opportunity in the heart of 
the season is the one that gets the trade. What an 
unfortunate appendage is fastened on to this six 
weeks’ selling stunt. It is something that has come 
out of some department store practices where the idea 
is to get a traffic of customers by all means—fair or 
foul. In the six weeks of buying impulse, the scheme 
is to sell the public regular goods in the regular way. 
But at the same time that the goods are bought, the 
idea is presented of buying for the selling spurts in 
the weeks to follow at bargain prices. 


. The old motto of planning your 
selling before you do your buying has been carried 
one step further and too far, in planning the follow- 


ing clearance as well. Certainly goods cannot be 
bought for regular sale and for bargain sale so that 
the order as placed covers both. The buyer believes 
that his regular selling weeks will take care of them- 
selves but that he must join in with the store-wide 
ballyhoo and that he must plan for the bargain sea- 
son with even more finesse. His mind and his 
worry are on how he can make a showing in total 
sales volume in the bargain weeks. 

Is a crowd worth the price? Evidently some stores 
feel that customers won’t buy in a store that is not 
crowded. Some people won’t eat in a modestly at- 
tended restaurant, for the idea is widespread—“go 
where the crowds are and it must be good.” 

Shoes cannot be sold that way for it takes a run 
of shoes in regular quality and sizes to do a regular 
job, and the individual served and pleased is the unit 
of progress, profit and prestige. 


A merchant must anticipate what he thinks he can 
sell in that six weeks’ period. He must concentrate 
all of his effort in getting the shoes sold with complete 
satisfaction in price and service to the customer. 
“Selling regular” is one technique and carries with it 
the responsibility of the right shoes and the right 
service. Selling with a bargain appeal is something 
else again. The twain should never meet. 


We are not advocating 
that shoes and service go back to those “good old 
days.” Such settled practices and processes of re- 
tailing are gone forever; but we are certainly in a 
period of a new day when we face new incentives 
and new opportunities. There is an opportunity for 
regular stores to do a job in the service of selection 
and fitting that is so much better than the shoe 
department that things that it can sell “regular” for 
six weeks and then throw shoes at the customers. 

Industry cannot afford to operate on any plan that 
gives it six weeks of possible profit, followed by 
four weeks of absolute loss. If sales periods are 
planned with a definite intent to lose money, they 
violate the basic purpose of business. Department 
store buying isn’t usually planned “to take a store 
loss.” The factory is expected to take the loss. The 
idea is that in compensation for orders sufficient for 
six weeks’ regular demand, that the factory must 
make a superhuman effort to meet a price interesting 
enough to force the public into the store during the 
ebb weeks of the season. 


What's wrong with the principle of 
doing regular business for an entire season and then 
offering the public what’s left over at a sales price? 
Why should the new season be only six weeks long? 
Why should so much steam be put into “building a 
picture” for a bargain sale to follow? Shoes do not 
lend themselves to these higher forms of gymnastics 
over the counter. Shoes are not grab-bag goods. 
Shoes are worthy of a sensible sales policy. 
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THE ST. REGIS. In black or brown suede, 
with contrasting stitching on the patent leather 


THE TRIUMPH. In black satin kid or Indies 
brown kid, with matching suede collar and 
strip. 


ks 


THE VASSAR. In black or brown suede, 


with matching calf trim on tip, side and quarter. 
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THE CHADWICK. In black or brown suede, 


the tips and foxing of matching calf. 


IN STOCK 


© WHEN style experts and social writers 
describe the vogue or enthuse about the chic 
models worn at social events, they might well 
be describing Elfin Shoes, particularly the 
attractive Suede models. For Elfin patterns 
are outstanding interpretations of this season's 
mode. Retail sales are demonstrating their 
popularity daily, and you can be assured that 
Elfin quality will keep the friends that their 


style is making. 


ELFIN SHOES... 

are priced to sell from $7.50 to $8.50, and 
they are IN STOCK for immediate delivery. 
WIDTHS AAAA TO C. e SIZES 3% TO 9. 


WRITE FOR... 
the Elfin In Stock Catalog. 


E.P.REED & CO., ROCHESTER, N.Y. 
SPECIALISTS IN WELT SHOES FOR WOMEN 
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Leisure footwear is effectively dramatized in this artistic display by Turrell’s, Seattle, Wash. Fred J. Portmann, who designed it emphasized 
the quality appeal with the slogan “Be Thrifty; Buy Quality.” 


Don't Wait for Christmas to 


Play Up Slippers: 


‘s view of the present lower level 
of shoe prices and with profits correspondingly re- 
duced, it is natural and indeed essential that shoe mer- 
chants should look for some method of bringing up 
the dollar volume of the store’s business. Efficient 
managers have, indeed, taxed their ingenuity to re- 
duce operating costs and overhead and, through the 
economies they have effected, have been able to go 
part way toward meeting the new conditions. 

But rarely has it been possible to travel the whole 
distance. Try as we may, most of us have found 
that there were items in our overhead: and operating 
expenses that stubbornly refused to yield to our efforts 
to prune costs so as to bring them into line with 
present volume of sales, as measured in dollars and 
cents. 

So it became the logical thing to look about for new 
sales possibilities, something to supplement the busi- 
ness we might naturally expect to do in shoes. And it 
was equally logical to consider first those related lines 
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Customers Need to Be Constantly 
Reminded by Attractive Window 
Trims and Displays Within the Store 


and accessories which naturally belong in the shoe 
store, which have traditionally been sold there but 
which, perhaps, have not in the past attained the 
maximum of their sales possibilities due to lack of 
intensive promotion. 

Rubber footwear, slippers and hosiery are among 
the most important of these related lines. Last week 
consideration was given to the promotion of rubber 
footwear, an appropriate subject in the early Fall. It 
is equally appropriate at this time to consider slipper 
promotion. 

Slippers, like rubber footwear, are likely to be neg- 
lected in the promotion plans of the average shoe 
store. This is probably due to the fact that the reg- 
ular shoe lines are uppermost in the mind of the mer- 
chant or manager. Unfortunately there has been too 
much tendency to look upon slippers as seasonal mer- 
chandise, to be featured principally around holiday 
time, and much potential slipper business has prob- 


ably been lost to the average shoe store. 
ee 
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Many a male, white and very likely married, goes 
through life without having any kind hearted soul 
present him with slippers at Christmas time. There 
is no particular reason why he must, therefore, go 
through life without slippers. 
ly careless and forgetful about their personal needs. 
Better to endure the ills they have than suffer the tor- 
ture of going shopping is a good line of reasoning for 
the average man. If he isn’t constantly reminded of 
things like slippers, if they are not put in front of him 
every time he turns around, he is more than likely to 
forget them altogether. 

Women are more appreciative of the luxury and 
comfort of informal footwear, but they, too, are open 
to suggestion, and they respond more easily than the 
men when alluring styles, colors and materials are 
spread before them. At this time in the season, when 
the average man and woman is spending more even- 
ings indoors at home, it is the psychological time to 


But men are notorious- . 


feature slippers prominently and attractively both in 
newspaper ads and windows. 

Not only should attractive window displays featur- 
ing slippers be used at reasonably frequent intervals 
throughout the entire year, but these windows should 
be tied up with interesting ads in the newspapers, di- 
rect mail pieces if the store employs this form of ad- 
vertising and effective displays of slippers within the 
store. These last should be a permanent promotional 
feature and the merchant should strive at all times to 
have slippers on display at strategic points within the 
store, so that it will be virtually impossible for a cus- 
tomer to leave without having this merchandise 
brought visually to his or her attention. 


se — 








Find 23 places where slippers are displayed in this diagram of the 

men’s shoe department of Lord & Taylor, Fifth Avenue, New York. 

Pretty hard for a customer to escape from here without being re- 

minded of slippers. W. A. Toomey,.men’s shoe buyer, planned this 

display. The men’s robe section adjoins this department and a close 
cooperation is maintained. 











THIS WEEK’S WINDOW 
IDEA 


How to Build a Fall 
Slipper Display 


Create a seasonable window by sug- 
gesting in the background an autumn 
evening at home or some similar 
scene. 

Suggest the season’s fashions in ap- 
parel that call for the different types 
of slippers on display. Show lounging 
pajamas, robes, house coats, etc. 
Plan colorful displays that will serve 
to emphasize the beauty and luxury 
appeal of slippers for women. 

In men’s slipper windows emphasize 
the appeal of comfort, foot health, 
convenience of Pullman slippers for 
travel, etc. 

Sell quality in footwear displays as the 
best means of meeting price competi- 
tion from bargain basements, cut 
price stores, etc. 





Tie up your slipper window display 
with an attractive, good sized news- 
paper ad featuring slippers. 

Display slippers constantly within the 
shoe store or shoe department. Put 
these displays at strategic points so 
no customer can leave without being 
reminded of slippers. 
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Retreshing and encouraging 
is the full-page announcement used by Jelleff’s of 
Washington, D. C., in announcing their new shoe de- 
partment which has been taken over by Wm. Hahn 
& Ca., operating shoe stores in Washington. 

Refreshing because the copy talks about practically 
everything else that makes a customer want to buy 
shoes except price, with price merely a coincident in 
the development of the quality message. Encourag- 
ing, because it proves the ever increasing inclination 
on the part of merchants to want to sell and talk 
about quality footwear. 

This new department, because of its character, was 
compelled to exert every influence possible in making 
its approach to the finer trade in Washington and the 
dignity of the appeal unquestionably met with a wel- 
come among those who still possess an appreciation 
of finer and better footwear. The opening paragraph 
of the ad is convincingly sound, forceful in its choice 
of expression, subtly urging that price is not economy. 
Here it is: “Breaking with the present tendency to 
consider economy a matter of low price alone—Jelleff’s 
present to Washington a new shoe department, dedi- 
cated to proving the economy of quality.” 

No one can point to the “High Hat” attitude in this 
pronouncement and the possibility of shooting over 
the heads of those who may not have $12.50 to $18.50 
for a pair of shoes, this inclusive message for those with 
with $6.50 to $8.50 to spend is inserted. It reads as fol- 
lows: “And, so this new department may have a univer- 
sal appeal to the needs of every purse, there will be pop- 
ular novelty shoes for young women, at $6.50 to $8.50.” 
What an important line some smart copy writer used 


when he said “novelty shoes for young women,” name. 


the woman that admits to her age. The splendid use of 
illustration, headline and white space deserves com- 
mendation. Only one-third of the page is really type 
matter, and not a shoes illustrated, is nothing short of 
phenomenal in this day of shoe advertising. 

Here again is emphasized that all important requi- 
site of effective advertising planning. Just whomdo we 
want to attract to this new department, was the ques- 
tion no doubt, asked themselves. When the market 
was analyzed, the type of appeal was determined. A 
careful study of the page should indicate that their 
aim at Mr. and Mrs. and Miss Everybody who have 
the price to buy shoes in this grade were covered. As 
an announcement of policy, character and grade of a 
new department in the upper price range, a superb job 


26 





Quality Emphasis in Ads Growing 


Softening price appeal helps build value appreciation 


of advertising display layout and copy was accom- 
plished. 

During the past week another shoe store introduced 
a new feeling into its advertising, employing the con- 
versational type of copy, which was void of shoe illus- 





The Shop with the Smart Viewpoint--- 
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NEW Shoe 
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1 present ‘Wee shall, also, have the exclusive Washington agency 
‘economy a matter of low price alone—Jelleff's present to for the celebrated “Delman” hond-made shoes, priced at 





/ashington a new Shoe dedicated to prov- $12.50 to $18.50. 
ing the economy of And, so this new have 2 universal 
‘Since our Audience of the National appeal to the needs of every purse, there will be popular 
Capital is the most keenly critical in America, we have mney Soew Se vous Some coat eee 

re-stocked this ew ith entirely demands we call this a new 
new makes and new styles of the {ines b ment.” But in a truer sense, it is 2 new shoe “S 

Y” shoes for women will lead thie parade of 
distinguished fashuons. | “Florsheim” women's wort a at 

shoes are new to W: their renown has long ig dowel wx evacabmat ey fashion. * 
pre nay like them—the world’s 
shoes! 


Pe. re redo bur ety “re 
it to be surprised become acquainted. 
” shoes not expensive, only $8.50 and $10. wetwobeld Ope Hace. 8 Washington is welcome! 


@ The New JELLEFF’S — 1216-1220 F Streets NW. — The New JELLEFF’S @ 





>= 


Aiming at the purse of Washington’s better spenders this ad 

effectively accomplished its purpose with layout, illustration and copy. 

Note the lack of emphasis upon price. Quality was stressed through- 
out the message. 


tration, large name and address lines and headlines. 
The illustration showed a lady and gentleman dancing 
in a restaurant and a square box cut into the illustra- 
tion carries the following copy: 

“HE: You belong here. You always look so 
smart, from top totoe. SHE: Thanks . . . and 
thanks to Cammeyer, Fifth Avenue, at Thirty-eighth 
Street. Their shoes, at $6.95, save me enough on the 
toe part to keep the rest smart.” The ad occupied two 
columns by four inches high. The very unusualness 
of it compelled the reader to investigate further to 
discover the conversation between the couple. Cer- 
[TURN TO PAGE 44, PLEASE] 
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By HARRY R. TERHUNE 
FIELD EDITOR 


— Help make money for you too 


’ New Idea to Get Interest 


The Charles F. Berg shop, Portland, Ore., has a 
treasure chest, each week merchandise awards being 
made from some department. The chest is placed in 
the department giving the award and the week that 
the shoe section launched its summer clearance sale the 
chest featured this department and a pair of shoes was 
given at the Saturday night drawing. 

People are beginning to come into the store and 
ask where the chest is located that week so that 
they may go to the department and enter their name 
and although it has been used only three months, 
the list of entrants has grown considerably. 

* * * 


Gave Votes to Boost Sales 


Lawrence Van Rees, proprietor of the Van Rees 
Booterie, Pelia, Iowa, is starting a new sales event to 
dispose of his shoe stock. He is giving votes with 
purchases, also with other regulations as to distance 
traveled, first responses to the sale, use of coupon, etc.. 
and for award to winners of the contest, he offers $50 
in gold as first prize, $25 as second, and others in 


smaller amounts. 
* * * 


Stamps $3.60—Business of $400 


An unusual practice followed at The Broadway, 
Los Angeles, which results in bringing many people 
into the store, especially during sale periods, is that 
of sending post cards to friends of employees. The 
post cards are distributed by the store to each em- 
ployee who is asked to send out at least five cards 
to friends announcing the sale. During the recent 
month-long Department Managers Sale at that store, 
in which buyers from every department in the house 
vied with each other in value offerings and sales rec- 
ords, one employee sent out 360 cards to friends and 
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customers from which he personally wrote $400 
worth of business the first two days. During the 
sale period basement shoes entered the sales compe- 
tition captained by Jack Rothstein of the El Trojans 
and Bill Lay of The Olympiads. 


* -*« * 


“See What Time It Is!” 


Something new in the way of an attractive eye 
catching device has been worked out by Richard E. 
Sager, Green Bay, Wis., shoe merchant. It consists 
of a glass front box on which sets a clock. The 
glass is removable, so allows for the frequent chang- 
ing of the message. Electric lights behind the glass 


‘ey 


The clock as it appears when used in the window. 


causes the message to be read by every passer by. 
The seemingly greatest appeal of this piece is when 
it is placed on the table, just inside the front door 
after the regular store hours. 
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WHY the STORE USING the X-RAY 
SHOE FITTER HAS the ADVANTAGE 

















FITTING 


Wauen you buy- shoes here 
you are sure of getting utmost 
value in style ... long wear... 
general satisfaction. 


But that isn’t all. 


You also get absolute assur- 

ance of perfect fit, by the only 

. known scientific method of fit- 
ting shoes—X-Ray. 


One pair of mis-fitted shoes 
may start you on the road to 
foot troubles. Why take a 
chance, when it costs you noth- 
ing to be sure of perfect fit? 





X-RAY SHOE FITTER, INC. 


MILWAUKEE 


3535 N. Palmer 
WISCONSIN 


PRICELESS business building 
asset” —that is the general ver- 
dict of progressive merchants 

the country over who are using the 
Adrian X-Ray Shoe Fitter. They 
know that customers perfectly fitted 
are glad to come back — and the 
Adrian X-ray is the most efficient and 
only scientific shoe fitting equipment 
known. It shows you at a glance just 
how the foot lies in the shoe — all 
guesswork is eliminated. Mothers who 
have once had their children fitted by 
X-ray will use no other method. It 
is endorsed by physicians and physical 
instructors everywhere. No other ser- 
vice you can offer your trade will in- 
still such confidence or earn such 
profitable returns for your business. 








SOME PROMINENT USERS 
OF THE 


X-RAY SHOE FITTER 


A. H. GEUTING COMPANY 
Philadelphia, Pa 
7 Machines 
8. J. BROUWER SHOE COMPANY 
Milwaukee, Wis. 

6 Machines 
MARSHALL FIELD & COMPANY 
Chicago, III. 

5 Machines 
GEORGE J. MAROTT 
Indianapolis, Ind. 

2 Machines 
NORDSTROM’S 
Seattle, Washington 
2 Machines 
FAMOUS-BARR COMPANY 
St. Louis, Mo. 

2 Machines 
SOMMER & KAUFMANN 
San Francisco, Calif. 

2 Machines 
WOODWARD & LOTHROP 
Washington, D. C. 

1 Machine 
J. F. CONDON & SONS 
Charleston, S. Car. 

1 Machine 
RORABAUGH-BROWN DRY 
GOODS COMPANY 
Oklahoma City, Okla. 

1 Machine 
FONTIUS SHOE COMPANY 
Denver, Colo. 

1 Machine 
BRADSHAW-DIEHL COMPANY 





i os 


Huntington, W. Va. 
1 Machine 





Boot AND SHOE RECORD: 


combining THE SHOE RETAILER, Sept. 24, 1932 

















For properly § serving its 
5200 customers Jarman Shoe 
Co. maintains a very ox- 
tensive stock service de- 
partment. 


90 styles are carried, in a 
liberal range of sizes and 
widths, the firm »s 

on immediate and complete 
stock order shipments. 


The two styles pictured are 
from their “Friendly Grip” 
arch support line and are 
reported as most successful 
repeat selling numbers. 
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SARMAN SHOE Co. 


STANDARDIZE 100% ON 


RUBY KID 


FOR THEIR 
Cc sl i . 
Sriendly five 


SHOES FOR MEN 





When Jarman Shoe Co. added kid 
shoes to its broad line of “ready-to- 


ship” styles, it selected RUBY KID as 


IT’S AN 


EVANS LEATHER 


Boot AND SHOE RECORDER 


the standard black kid leather. 


The significance of this fact will be 
best appreciated by those who know 
most intimately how searching are 
the tests to which President J. F. Jar- 
man (who personally buys all Jar- 
man shoe leathers) subjects them. 


Ruby Kid was chosen because it not 
only showed high level of beauty, 
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service and comfort in a few skins 
in a few shoes. It demonstrated that 
this same level of merit continued in 
skin after skin, in case after case. 


That the same record is still being con- 
sistently upheld is shown by the fact 
that the Jarman Shoe Co. still stand- . 
ardize on RUBY KID. 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


Cincinnati St. Louis 
Philadelphia 


Boston 


Rochester Milwaukee 





Foot Arches Fundamental Factors 
in Shoe Fitting 


Yet Few Shoe Fitters and Scarcely Any 
Customers Have Accurate Understanding 
of Their Anatomy, Functions and Operation 


By NORMAN D. 


MATTISON, M.D. 


Consulting Editor 


A remote Canadian doctor 
has made the whole Western world foot conscious. 
His philosophy is as simple and as accurate as are 
his methods of treatment. “Nobody can feel well 
if his feet are sick,” says this doctor; “I put my 
patient’s feet right and Nature does the healing.” 

The article about this remarkable physician, 
printed in THE Recorper Sept 10, is of more than 
academic interest to the shoe man. Indeed, much of 
value to our industry may be deduced from this 
unusual story. It is of importance to know what 
the doctor does that is not at present adequately 
done by shoes. 

Is the shoe industry, therefore, content to have 
many thousands of shoe wearers travel in endless 
file to this small hamlet in Canada, whose Main 
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Street now vies with urban thoroughfares for the 
foot comfort of the many? What can be done to 
divert the traveler into local shoe stores, where heed 
is paid to the problem of making feet glad in modish 
shoes? Must cofort be treated into feet, tired of 
their tasks, or can the feet be “treated” to comfort 
shoes that are at the same time responsive to the 
demands of good looks, appearance, quality, style? 
For an answer to these questions, let us take a 
glimpse at the doctor’s approach to shoe weary feet. 
“Our feet have a lot of work to do,” says the 
Canadian doctor, “and while they are strongly built 
they are by no means indestructible. When the 
arches lose their shape, strains and stresses are trans- 
mitted to other parts of the body as a result of 
Nature’s effort to compensate the balance.” 
But what to do, so far as this is all related to 
shoes? Just this: every movement to relieve or 
[TURN TO PAGE 40, PLEASE] 


IMustration at the left is an original photograph of the Mattison 
foot examination stand showing the contrast of the pronated right 
foot (on the left side in the picture), and the balanced left foot. 
The reflected base tread of both feet is also shown. On the base 
of the right foot is indicated the short inner and front arches, the 
outer arch being “up,” and therefore out of contact with the base. 
The base of the left foot indicates the long inner and front arches, 
the outer arch being “down,” and accordingly firmly in contact with 
the base. These feet are an interesting and informative study of 
the control and condition resulting from years of directed right 


usage. 
Small illustrations above show right and left (woman’s) feet, 
the right foot pronated and weak, the left foot balanced and strong. 
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PREMIER 


SHOE COMPANY,inc., NEW YORK 


Tspibesine the beauty and service- 
ability of Beaufelt, the season’s most popular fabric 
for shoes. This smart fabric is destined to become 


a classic throughout the shoe trade. 


The styles pictured here are now being shown in 
leading shoe stores. They appeal very strongly to 


the better trade. 


REG. U. S. PAT. OFF. 


THE PERFECTED FELT FOR SHOES 


From welts to turns, Beaufelt works 
in any process . . . Tests have proved conclusively 
that it has great tensile strength and that properly 
backed it will not stretch out of shape. It will not 
crock, scuff, or mar, and will never wear shiny. 
Beaufelt insures satisfied customers and good 


profits. Write or call for samples. 


@ BEAUFELT I$ THE FELTERS 


SUNFAST 
i hadbieaad 300 FOURTH AVE 


j b: 
i R EPELLENT 
BOSTON CHICAGO ST.LOUIS DETROIT 


M MOT T H 
Bz GRIESS PFLEGER & COMPANY, INC. 
REPELLENT Cincinnati, Ohio 
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ORIGINATORS OF 
PROFITABLE STYLES 


COMPANY, INC. 


MAKERS OF FINE FELT FABRICS 


NUE, NEW YORK CITY 


SAN FRANCISCO LOS ANGELES PHILADELPHIA 


CANADIAN LEATHER COMPANY, LTD. 
Montreal, Canada 











—the most colorful 
—best shoe selling 
Window Display Cards! 


Did you look at your windows this morning? If you were the 
prospective customer, would they “‘sell”’ you? 


Too many trims are given over to selling some manufacturer’s 
line or brand. Are yours? 


RECORDER window display cards are created each month to 
build “good-will” for you, your store, and to sell merchandise. 


Th a F 2 Tan patterned board; scarlet. 
ey are colorful, artistic, pleasing to the eye, typical of the b and green autumn 
; text in black with red 


seasonal atmosphere of the month, thus giving the trim a bright headings. 


fresh appearance. To sell something, you must say some- SEPTEMBER CARDS 
thing. RECORDER cards do this for you and your store. They Complete Teme 
sent on request: 


are your first “interview” with your propective customer, tell- cards—Women’s Shoes 
cards—Men’s Shoes 


ing him or her that you have good merchandise, at fair prices, card—Children’s Shoes 
card—Hosiery 


with courteous service. cards—On Store Service, 
Fitting, Quality, etc. 
i P ? Single cards—60c. each 
Recorder Display Cards will double the value of your windows, Without text—35c. each 
Special Introductory Service 


and windows are said to be worth 80% of the rent! 3 cards, with 50 blank tickets 
without card —— at $1.50 
Samples will be sent on request Pe on 
Holders Supplied 








PRICE TICKETS—Rich Assortment—Always In-Stock 
Attractive, 


Be Re Ae 5 ES Colorful 
ae ee ar ae Hand-Lettered 
Price Tickets 


In all denominatiom 
and blanks 


D—Modernistic, 3-Way twe 
tone, Purple with gold 
edge or red with black 
edge, on white. 

6 dozen, $1.25 
12 dozen, $2.00 


All other price tickets illus- 
trated are in two or more 
colors, 

6 dozen, $0.85 

12 dozen, $1.50 
J—Adjustable clips for price 

tickets. 














K—Shoe Carton Tickets 


$1.25 per 500 
$2.25 per 1000 





ALSO: Profit Charts Daily 
Stock Record, and Financial 
Record Systems. Ask for 
Samples. 


Check wth Order— 
Please 














Por odd price ticket denom- 
inations not in stock & 
hand lettered, 15c per doses 
additional. 


FREE—A Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 
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Service in America! 


HOLDERS— 


Oval base—burnished gold— 
3 color trim 


Harmonize with the finest of 
window display fixtures. 


Annual Display Card 
Service includes: 


“Store Window Bulletin,” sup- 
plies merchandising and dis- 
play suggestions each month. 


Special Cards, with wording as 


wanted. 


Exchange of Cards: Annual 

card service subscribers may exchange any cards received for others 
of the current month whose texts better cover their merchandising 
program. 


Price Tickets: Blank tickets matching the current month’s cards, supplied free; neat tickets with prices as 
wanted, but which do not match the show cards, also supplied annual card subscribers free; tickets with prices as 
wanted which match the cards are 50c per 100 additional. 


Exclusive Franchise is given with annual card service to one merchant in an average size town, suburb or city 
shopping center. 


5S SS SSS SSSSSSeOSSSSSSUUSSSSSeeaeeraaae 


COUPON 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, IIl. 


Please enter our order for the Recorder “Selling 
Messages” card service No. for one year, 
consisting of cards, each month and 

art card holders, with the first month’s service, be- 
ginning with cards for September for which we will 
pay $ per year, payable $ per month. 
For cash in advance full year’s service, 5% discount. 


Select the 
Service You Wish— 
Then Mail Coupon 


13 hand designed cards each month, each 

Service with different sales messages, die-cut tops, 

colorful, artistic, size 9 by 12 inches; with 

No. 1 100 blank price tickets to harmonize with 

$5.00 service cards each month (or with prices im- 

printed, selection of prices as wanted, 50c. 

Monthly per month additional). Also 6 card holders 
with first month’s service. 


Service 
cards No. 3 7 cards 
100 blank price tickets _ $3.00 50 blank price tickets 
4 card holders Monthly 2 card holders 


Checks from foreign subscribers must be drawn 
on United States banks, or include exchange. 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


(Cross out lines not carried.) 


Printed Price Tickets:— 
$— 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Il. 
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1922 1923 1924 1925 


1923 | 1924 | 1925 
705 | 7100} TT 
32. 9 19675 


1922 
600 


PER CAPITAL INCOME | $546 


NATIONAL INCOME 
IN BILLIONS 


1926 


1926 
17.3 


1927 1928 1929 1930 1931 1932 


1928 | 1929 | (930 | 1931 | 1932 
81.8 | 840] 71.1 | 605 


16 578 | $493 


1927 
78.1 
66l 


Chart showing trend of wholesale shoe prices over the past eight years as compared with the trend in national income 


Shoe Prices Reflect Readjustment 


By HENRY GEIGER 


How important is the price factor 
in retailing today ? 

What is an average, a normal or “fair” price? The 
answer is simple ; they don’t exist. The price problem 
for the retail merchant resolves itself into the ques- 
tion, What price is psychologically “right” for selling 
my goods at the present moment ? 

Speaking of the tide of price trends, a big wave is 
the best possible illustration of price fluctuation. As 
the wave rolls up on the beach, the crest achieves 
great height, gathering elevation while approaching 
the shore. The white cap breaks and falls sometimes 
as much as three or four feet. But the proportion of 
water which attains this height is quite small when 
the whole body of the wave is considered. Below the 
curl of water there is a gentle but surging body of 
water which rises only a few inches according to the 
grade of the beach. The crest is the price which is 
featured and advertised during boom times, yet it is 
no index of the price of the great volume of shoes 
sold. The base of the wave, with its slight advance 
and recession, illustrates what happens actually. 

In the chart at the top of the next column, we 
have seven years in which the fluctuation of price 
was relatively moderate. However, shoe advertise- 
ments in newspapers show an altogether different 





Average 
Wholesale Price per Pair 
Men’s Women’s 


$3.16 


Year 
1923-25 
1925 
1926 
1927 
1928 
1929 
1930 











picture. They illustrate the crest of the wave. In 
1922 women’s shoes were offered at prices ranging 
from $6 to $12.50 with concentration shown between 
$7.50 and $9. In 1929 thé advertisements showed a 
much larger percentage offering shoes at $10 and 
over, while shoes advertised in the neighborhood of 
$8 and $9 were obviously specials. Prices of men’s 
shoes paralleled women’s in their rise. Now ads show 
both men’s and ‘women’s shoes below 1922 levels. 

Retail prices are the sensitive indicators of a vast 
economic adjustment. It is quite natural that prices 
today should approximate pre-war levels. As late as 
1922 the aggregate income of the people of the United 
States was 60 billions of dollars. In 1929 it rose about 
25 per cent to 84 billion. At the present, estimates 
place it in the neighborhood of 60.5 billion, slightly 
more than in 1922. 
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~ Don’ t let this 


Collier’s page catch you short! 


@ On October 7 over 2 million men will see this page 
of Walk-Over Shoes in Collier’s. It’s a complete buying 
guide of the newest in patterns and leathers. The mes- 
sage directs the reader to his nearest Walk-Over dealer 
to see them “in the leather.” Have you all six in com- 
plete sizes? If not, send your order to Dept. 6 today. 
Geo. E. Keith Company, Campello, Brockton, Mass. 
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1—Stock No. 1831, Newport. Imported black calf 
-.. 2—Stock No. 1834, Newport. Genuine black cordo- 
van... 3—Stock No. 1836, Newport. Genuine black seal- 
skin ... 4—Stock No. 1955, Belmont. Black glove calf 
...5—Stock No. 3932, Newport. Russia calf. Black 
No. 1932... 6—Stock No. 3949, Belmont (brown) 1949 
(black) London grain. 





“Shoe Repairing’ 


" Is It a Business? 


Increased Profit, Store Prestige and Customer Traffic Made Possible 


The repair department can be 
made a profitable as well as valuable adjunct to the 
shoe store provided it is organized, developed and 
merchandised with the same seriousness and intense- 
ness as the rest of the business. 

Its importance should be recognized in the scheme 
of your business planning, other than a store or cus- 
tomer convenience. It can be made to do several 
functions, when the owner of the store determines to 
make the repair department one that will increase 
store traffic and invite into the store the public—cus- 
tomers who under ordinary circumstances limit their 
visits to occasions when in need of a new pair of 
shoes—usually once or twice a year. 

One store in the Middle West devotes one of its 
immense floors in their five-story building solely to 
the repair department. They do the largest repair 
business in that city, this in spite of a large repair 
shop on the first floor of an adjoining building. 

This department is operated on an efficient basis, 
with a capable manager in charge, and it brings into 
the store hundreds of customers. Everything in the 
way of service is offered to the customer. Privacy 
in removing shoes, minus embarrassment caused by 
having the stockinged foot exposed. Quick attention 
to customers, rapid execution of repairs all add to 
the efficiency and growth of this repair department. 
It is advertised with the same careful preparation of 
copy as other departments of the store. It is looked 
upon by the management as a profitable department 
of the business and as such has equal consideration 
and attention in the business. 


ke shoe store is ideally situated in 
maintaining and developing a repair business. Not a 
day passes when numerous pairs of shoes are removed 
that should be repaired, and a suggestion would add 
one more job for the repair department. 

Few people wear their new shoes from the shoe 
store. But nothing prevents the salesman from offer- 
ing to have the old shoes called for. Some inducement 
should be inaugurated to stimulate the interest in re- 
pairs among the sales force. Perhaps a bonus has the 
quickest approach to the energy of a salesman. To 
pass up the opportunity presenting itself each day in 
the shoe store to increase and develop the repair 
business is to turn your back upon profits and prestige 
for your shoe business. 

If you have a shoe shining stand, work out some 
plan that with each $2.00 repair job a book of coupons 
good for five shines will be given gratis. This has a 


forceful appeal to women especially who seldom have 
their shoes polished. But when they do, it is usually 
at the shoe stand, where they have to climb up a diffi- 
cult platform to a chair. An overwhelming prefer- 
ence would be expressed for the shoe store if a de- 
partment exclusively for women was established. 

Then, again, the idea of something free has always 
been the shopping lure to attract women. Free shines 
with repairs, provided, of course, the job amounted to 
a sufficient amount to justify the offer, would prove 
successful in stimulating this business. The plus 
value or something additional strikes a winning appeal 
in a majority of people. It compensates them for 
bringing the shoes to your store instead of the neigh- 
borhood shoe repairer. 

Make it easy for the customer to leave the shoes 
and establish as fast a service as possible, realizing 
that many people will drop in the store on their way 
to or from work or on a shopping expedition. 


Need it be necessary to sound 
a warning that the workmanship and service must not 
only equal that offered*by individual repair shops, 
but it must excel both in quality and materials used. 
Give the shoes an individual appearance in the finish, 
making the customer want to pay more for superior 
service. 

General appearance of the department is also essen- 
tial in attracting this business to the shoe store. Or- 
ganization of the independent repair business has been 
of late years well planned and the average repair shop 
in a majority of instances is inviting in appearance. 
Cleanliness is of supreme importance, both the ap- 
pearance of the workman as well as the general de- 
partment. This applies particularly if it is located 
where it can be seen by the public and where the im- 
pression for good is an influence in building business. 
If the outward characteristics of the repair department 
appear neat and efficient it reflects in the customer’s 
mind the quality of the work. 

Many shoe stores have been able, because of the 
quality of their repair work, to get: better prices—a 
return commensurate with the work and materials 
involved. Some stores insert new heel pads in the 
shoes when repairing them, the store name being im- 
printed on each pad. Another promotion idea for 
stimulating the repair business is to have leaflets 
printed and one inserted with each new pair of shoes 
wrapped. Give some thought to the preparation of 
the copy. Make it convincing and stress workman- 
ship and fine materials used. 
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FOR SPRING 1933 


BEIGES 


WILL PREDOMINATE 


So four beige shades are perfected by Vode 


ALLIED KID 
COMPANY 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 


color craftsmen—four beiges covering every 
possible requirement—all neutral to work well 
with any costume color ... In the Vode Spring 
color list below, two shades merit close ex- 


amination. They are timely and distinctive. 


S444 LALLA ALAS 


COLOR 58—Chaff Beige ... . (new color) 
COLOR 57—Straw Beige 


yODE Kip 


4nG Coy 


gar °;. 
vo) CHAFF BEIGE 


COLOR 57 COLOR 175 
STRAW BEIGE SEA SAND 


COLOR 217 COLOR 36 
FAWN BROWN ADMIRALTY BLUE 


NY, 
4 color 177 | qo) Ke) Er. 


VY SHADOW MIST LEAF BROWN 
VN GRAY 


) * 
% ty COLOR 50 
th, WHITE 
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Foot Arches Fundamental Factors 


[CONTINUED FROM PAGE 32] 


correct arch trouble, made by this doctor or any 
one else skilled in manipulation of the feet, is dis- 


tinctly an upward one, a force or pressure from the 


under surface of the foot toward its summit. In 
other words, the foot arches, responsive always to a 
power inherent in them, are actually forced up into 
place. 

When, therefore, the foot arches are better able 
to resist the down pull of gravity because shoes help 
the feet to arch themselves, then the trend of patron- 
age will be more in the direction of local shoe stores 
and less toward far-away Canada. 

* * * 


I, has been wisely stated that 
“no man ever failed because he knew too much about 
his business.” If I were a shoe clerk I would (being 
of an inquiring turn of mind) try to find out why 
the foot, in its relation to fitting, is considered such 
a very hard subject to learn. As a matter of fact, it 
is in some ways exceedingly simple. 

As a starting point, let us take any average foot 
which (with its mate) may walk into your store any 
day to be fitted. They are all substantially the same 
in several particulars—they all have the same number 
and kinds of muscles, ligaments, tendons, nerves, 
blood vessels, bones, joints. 

There is one fundamental thing which is more 
talked about, and about which less of accuracy is 
known by the shoe man, than all other subjects 
relating to feet and shoes put together. It also hap- 
pens to be the subject of most interest to the cus- 
tomer, who usually shares the shoe clerk’s lack of 
accurate information. I refer to the foot arches. 

Once one learns the primary facts about the arches, 
they will never be forgotten. Shoes may change, but 
the arches go on forever—they were the same a 
century ago, they will be the same a hundred years 
hence. Arches are one thing relating to shoes that 
style can never alter—they are exactly the same as to 
their mechanism in every foot you have ever fitted, 
in every foot you will ever fit, within the usual 
range. 

Precisely, then, what is a foot arch when the sub- 
ject is standing or walking, when the body weight is 
supported. and suspended by the feet? Simply this: 
an arch is a curved span that starts at one pier and 
ends at another pier. And if we can for the present 
forget all about the muscles and other tissues, and 
think together in terms of foot mechanics alone, we 
can then take up in order the three spans which, once 
thoroughly understood, will make for better shoe 
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fitters and better shoe fitting. 

“The arch” usually refers to the inner arch. This 
may be either active or passive. When it is passive 
it extends from the inner ball to the inner side of the 
heel bone, and the span is therefore short; when it 
is active it extends from the big toe to the exact 
centre of the convex base of the heel bone, and the 
span is therefore long. This latter action is a “pull 
up” one. 

“The front arch” usually refers to the metatarsal 
arch. This may be active or passive. When it is 
passive it extends from the outer ball to the inner 
ball; when it is active it extends from the outer ball to 
the big toe. This action is also a “pull up” one. 

“The outer arch” is the base tread of the foot from 
the heel to the outer ball. Its action, however, is 
exactly the reverse of the other two arches. The 
outer arch is active when the action is a “push down” 
one, which means that the base tread is working prop- 
erly and effectively. 

The inner arch may lengthen or shorten—it can 
never “fall.”’ The short inner arch, therefore, from 
inner ball to heel, is weakness; the Jong inner arch, 
from big toe to heel, is strength. This applies like- 
wise to the front arch. Conversely, when the outer 
arch is “down’”—which means the outer tread is firmly 
in contact with the base—it is active and strong ; when 
it is “up,” it is inactive and therefore weak. 


How can the “pull up” state of the 


inner and front arches, and the “push down” state of 


the outer arch, be determined? The invariable and 
positive index, so simple the wonder is it has not 
been demonstrated before, is this: when in standing 
and the body weight is on the foot, only one of two 
constant points will be firmly in contact with base. 
If the inner ball is down, the outer tread will be up, 
if the inner ball is up, the outer tread will be down. 
This can readily be determined by pushing your 
finger or a pencil under one or the other of these 
two points. 

This, then, is the brief story of the foot arches. 
However much or little the study of the foot may 
proceed from here, there is a further certainty to 
stimulate and encourage your progress—when the 
inner ball is up, and the big toe and the outer tread 
are firmly on their respective bases and working as 
they should, then every muscle, ligament, tendon, 


bone, joint, nerve and blood vessel will be working 


at their maximum of effectiveness, and this means 
foot strength and foot health. 
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The VEW MEARS 


ARGINI 


eee combining the merits of 


both the Louis and Cuban 


types without the usual ae Again Mears’ craftsmanship and 

extra costs of breasting. skill has produced a heel that is 

BRR PEE 8 iy uae - better. 
This new Argentine heel (with its 
extra bearing surface) has the 
solid security of the Continental or 
Boulevard heel: its lines are more 
graceful and Mears’ Tri-slot * 
feature eliminates flap-laying and 
substantially reduces expense to 
the shoe manufacturer. 


We will be glad to tell you more 


about the advantages of this new 
Argentine heel. 


% In Mears’ Tri-slot heels, the cover 
is tucked into the center slot, held 
there smoothly and securely by pres- 
sure of the tongues on each side. 
Result: a neater breast and a sav- 
ing of time, money and material. 


FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, 0. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 


This trademark is your protec- 
tion in selecting wood heels. 


WOOD HEELS 
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IN STOCK 


AT 


1629 Chestnut Street 
Philadelphia 


ENGLISH 
Riding Boots 
MADE BY 
MANFIELD 
EVERY TYPE OF BOOT 
PRICES GREATLY 


REDUCED 


Write for catalogue 
Manfield & Sons, 1629 Chestnut St., Phila. 











ILLINOIS COLLEGE 


OF CHIROPODY AND FOOT SURGERY 


1 Students in Famous 
Foot Clinics of 
| Chicago. Over 
35,000 foot cases are 

Chiropody offers an attractive pro- L'ceted annually. 
fession in this uncrowded branch of medical science. 
Illinois College of Chiropody and Foot Surgery is 
entering on its twenty-first year as the leading educa- 
tional institution in this specialized field. te and 
three year courses leading to degree: Doctor of Surgical 
Chiropody. Three buildings, wide recognition, scien. 
tific equipment, excellent faculty of chiropodists, 
naApRIEHT surgeons, chemists and orthopedists. 35,000 
oot cases treated annually in foot clinics operated in 

connection with the school. 

High school Education or the State Department of 
Education equivalent required for entrance. Bulletin 


upon request. Dept. RS24. 


IMinois College of Chiropody and Foot Surgery 
1327 North Clark Street Chicago, Illinois 











Fall Styles Off 


[CONTINUED FROM PAGE 21] 


brought out in almost every gray daytime costume. 
In sable fur trimmings. In brown accessories. 

Orange was the high color emphasized. Orange 
and black evening dresses. Straight, clear orange for 
sports. Orange effects gained through the combina- 
tion of yellow and red. Orange with navy blue and 
brown for daytime. And copper accessories. 

Another new thought was registered in combining 
of colors in this showing. Colors were more evenly 
balanced. Not the usual proportion of 80 per cent or 
more of the basic color and 20 per cent or less of an 
accent shade, but 60 per cent of one and 40 per cent 
of another. A dress in two greens, for instance, of 
almost equal areas. Or in two tones of hyacinth blue. 
It’s a new proportion that suggests an idea for shoes. 
The combination of two beiges in a Spring shoe would 
lend itself well to this new kind of color balance. 


That New Patou Line 


“What about the new Patou line?” is the question 
everyone was asking at the Bergdorf showing. Will 
this medieval influence, the waistline about the hips, 
be endorsed . .. or not? The answer was the display 
of only three models with an extreme expression of 
the lowered line. 

The high line in clothes calls for the high cut in 
shoes. It’s the reason for the side-lace oxford, that 
newest form of the high cut. It explains the T-strap 
sandal that gives a high look to the formal shoe. 

Among the shoes shown with this collection, the 
side-lace oxford was the most important fashion reg- 
istered in daytime shoes. This should be an interest- 
ing point to the shoe retailers who think of this shoc 
as a flapper type or an “inexpensive” model only 
suitable for a limited trade. With a short vamp and 
a grosgrain tie, the side-lace oxford is, to be sure, a 
typical flapper style. But it has its dignified versions, 
too, and it fits the new fashions to perfection. 

As a shoe color in this showing, red appeared only 
for evening. The women who wear this type of 
clothes have conservative tastes in shoe colors. The 
situation is different with a more popular trade, as 
we will see later on. For the gray costume, brown 
suede was almost invariably the rule. Suede took the 
lead in all the shoes shown, but kid and calf were not 
forgotten. With some of the black and navy blue 
costumes obviously selected for mid-season and travel 
wear, black patent leather put in several smart ap- 
pearances. . 


Volume Fashions 


And now the scene changes. To the Fashion Con- 
ference of the N.R.D.G.A. Volume fashions, wear- 
able by many women, immediately salable—that is 
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what this group is thinking about. This accounts for 
the overwhelming importance of black, in the audi- 
ence and on the runway. They say you can always 
depend on the department store buyer to pick for her- 
self the best selling fashion of the season. The 
buyers are endorsing black and white. The volume 
success is black and white, without a question. And 
with black and white, black suede shoes. 

Dark brown second, often with a bit of rust color 
or bright yellow green for accent. Red, the familiar 
wine red, came next. A pair of dark red shoes with 
one red costume show that as a popular fashion red 
shoes deserve a small share of the spotlight. 

Gray was shown once—and again with brown 
shoes. It’s the contrast of gray with brown that will 
make gray costumes easier for women to wear and 
for shoe men to merchandise. 

The side-lace oxford scored again in this showing. 
Another version of the high cut shoe to be endorsed 
was the oxford with the split vamp, Gypsy toe. Alli- 
gator oxfords were shown with street clothes; the 
sabot strap shoe for sports wear. Neutral beige trim- 
ming—just a touch of it—tied a black pump into the 
scheme of black coats with silver fox fur. And for 
evening—velvet was shown twice, in black and in 
brown; Paisley brocade made one appearance; crépe 
was represented and silver kid did duty for several 
costumes. 


Fitting the Fashion to the Customer 


Fashion was not the only thought behind this con- 
ference. The suitability of the costumes exhibited for 
various types of women was another consideration. 
Six different types of mannequins were chosen, rep- 
resenting six types of customers. The young matron. 
The matron of more expensive tastes. The debutante. 
The business girl. The school or college girl. The 
older woman. Costumes and accessories were selected 
with these six types of wearers definitely in mind. It 
was the business girl, for instance, who wore the 
alligator oxfords; the prosperous young matron who 
could afford the paisley slippers. 

A practical, down-to-earth, follow-through fashion 
show! Promoting clothes that reflect a coordinated 
fashion plan, clothes that fit various customers’ spe- 
cific requirements—that is the N.R.D.G.A.’s program 
for maintaining quality and for reducing that demon 
mark-down that eats up nine cents in every sales 
dollar. 

It sounds like an obvious idea. A simple plan, 
doesn’t it? And yet, how many shoes are bought that 
don’t fit the fashion picture of the season, or the lives 
of the people who should buy them. The successful 
shoe merchant doesn’t stop with a knowledge of lasts 
and leathers. He follows his fashions. And he knows 
his customers ! 
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IN-STOCK 








IN-STOCK 





Our well-known standard of fine qual- 
ity is your safety factor in resizing 
from our stock department. 


Write for our catalog 


NEVA ... In-Stock 


ES satin kid; Lisbon last; 
i? .~ Cuban covered heel. 


AA 

o77e—ara Gens kid, Lisbon last; 
1%-inch Cuban covered heel. 
At $4.00 








MADISON .. . In-Stock 


C8i8—Black satin kid, grey kid piping, 
Lisbon last, 1%-inch Cuban cov- 
ered heel. AAAA to C...$4.00 

C819—Java brown kid, beige kid pip- 
ing, Lisbon last, 1%-inch Cu- 
ban covered. AAAA to C..$4.00 
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other styles in stock, 
including all wanted 
materials. 








Flex-Mode (light weight cemented construction) shoes carry a 
corrective shank, metatarsal raise in insole and a cushion heel 
pad. These lightweight walking types point the way to extra 


profits. 


Terms: 3%—30 days. Orders for less than three pairs 25c. 


extra per pair. 


The KRIPPENDORF-DITTMANN Co. 


Cincinnati 








————=| 





| The Most 
Value Ever Offered: 


Sensational 











English-Made 
Riding Boots 


For Women For Men 


$730 $850 


Per Pair Per Pair 


Every dealer should take immediate ad- 
vantage of this extraordinary opportu- 
nity to merchandise Colt English made 
Riding Boots at a price that will result 
in a large, profitable volume. 


WRITE TODAY FOR CATALOG H 
COLT-CROMWELL CO., Inc. 


EST. 1899 
1239 Broadway—New York City 


Also In Stock at 


911 So. Los Angeles St. 
Los Angeles, Cal. 











Go Out and Sell Your Man 


[CONTINUED FROM PAGE 19] 


salesgirl or man can sell quite easily. 

In the newspaper ads for this twin 
demonstration I expect to use a picture 
of both demonstration men, and pos- 
sibly small cuts of the other expert fit- 
ters regularly in our store. Photo- 
graphs get a great deal of attention in 
an ad. 

Signs and Windows 


About the first of September I have 
arranged to erect a 20-foot sign, 4 feet 
wide, in a prominent position on our 
main street, about five blocks from our 
store, with a good head-on from one of 
the main express avenues across 
Charleston; painted in Fall colors, with 
the slogan, “Worn with Pride by Mil- 
lions,” with our signature, as used in 
all our ads, prominently on same. As 
this sign is on the side of our building 
at present with a Spring and Summer 
sport sign on same, it will cost very 
little extra than the painting that 
wold be necuessary anyway, and the 
position will not cost anything. One 
would be surprised how easy good po- 
sitions are to get now, especially as in 
our case, if the sign is attractive and 
not a permanent one. 

Also I have arranged to rent two win- 
dows in an empty store on the opposite 
side from the sign of our main street 
near where a large number of men pass 
and congregate. We will use this win- 
dow for September and possibly Oc- 
tober at a small cost of about $1 a day, 
including cost of cleaning up, trimming 
and with Freeman’s Neon signs, etc., it 
will make a wonderful direct selling 
display. This was our experience this 
Spring in another location we used and 
which store the real estate friend 
readily rented after we made it attrac- 
tive to a non-competitive line of busi- 
ness. 

Of course, we have a Neon sign in our 
own store window display during these 
outside displays to link same directly 
to the store. 


Fifteen Minute Air Trip. Free 


We gave a $1.50 ticket free for a 
Ford tri-motor plane ride of 15 minutes 
over Charleston with each pair of shoes 
bought and paid for on certain stated 
days. This was a tremendous success, 
as even when on Sundays thousands 
were in line to pay at our municipal 
airport $1.50 each for a ride, the 
thought in the mind of all was that 
there were Condon’s planes. This was 
true even of the children, as well as the 
men, when they heard the planes hum- 
ming overhead during the week. This 
is about the only selling stunt I am 
afraid we will be unable to duplicate 
because they do not anticipate the 
planes will come back again this year. 

Another effort we will make this Fall 
is to buy twenty-five copies, and some 
few issues fifty copies, of the Saturday 
Evening Post from the local distributor. 
On the six issues used this Fall by 





Freeman we will print in colors a 
sticker about 35% x 5% inches in size 
and place on the cover and on the page 
with the Freeman ad just sticking out 
a little from the page so as to make it 
easy to find. Th copies we will 
place in public buildings, offices, barber 
shops, Y. M. C. A., ete., carefully se- 
lectei—twice a month for September 
and October and November—and I feel 
entirely sure of the results, especially 
at the small cost of time and money 
expended. 

Of course, the shoe featured in the 
ad will be prominently put in the win- 
dow with a copy of the Saturday Eve- 
ning Post displayed beside it, and we 
will mail postal cards to one thousand 
men illustrating same in colors and will 
illustrate and feature the style in small 
newspaper ads at the same time. I 
expect to use also a picture slide of the 
same shoe if I can keep within my al- 
lotted budget. 


X-Ray Found Helpful 


This idea on the use of the Saturday 
Evening Post was used by us with one 
hundred copies when the ad appeared 
in the issue of April 9 with a picture 
of the writer and a statement as to what 
we thought of the shoes. This was, of 
course, a wonderful ad and is still 
pulling results nearly five months after. 

Our X-Ray shoe fitting machine is 
now a great help in selling men’s shoes 
and is a great confidence builder—the 
better class of men grasp the value of 
this added fitting service at once and 
the masses accept it with interest, and, 
of course, as we are the only store in 
Charleston where it can be obtained, 
we capitalize on it in our ads very 
frequently. 

Again I say that this Fall, to the 
merchant of average intelligence mixed 
with real enthusiasm, is going to be a 
big season in selling men’s shoes and 
if the ideas I have expressed stimulate 
others to this end I will feel well re- 
paid. 


Quality Emphasis in Ads 
[CONTINUED FROM PAGE 26] 


tainly the copy clearly revealed the en- 
tire story of style, price and quality of 
shoes at Cammeyer’s 38th Street store. 


It delivered the message without 
shrieking, which, in many instances, is 
as offensive in an ad as it is in inti- 
mate conversation. The very suaveness 
of the conversation was alluring enough 
to have it read through, the illustra- 
tion sufficiently attractive to draw the 
reader’s attention to the copy. 

The two advertisements discussed in 
this article require expert manipulation 
and careful study. In either case, alert 
brains with wide advertising expe- 
rience devoted great effort in producing 
the desired purpose. But the results 
should prove successful. 
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Boston Club Season 


Boston — The forty-fifth annual 
series of monthly dinner-meetings of 
the Boston Boot and Shoe Club will be 
inaugurated at Hotel Statler, Nov. 16. 
This was decided at a meeting of the 
executive committee, Sept. 8, presided 
over by President M. P. Gaddis. 

The opening meeting will be devoted 
to a discussion of the general business 
and financial situation, with prominent 
men as speakers. An attractive pro- 
gram for the balance of the season 
has been arranged. 

The Annual Ladies’ Night will be 
held Dec. 14. President Gaddis will 
later appoint a cooperating committee 
of ladies to aid in the arrangements. 

At the meeting of the executive com- 
mittee, Messrs. Herbert T. Drake of 
W. L. Douglas Shoe Co. and James A. 
Munroe of E. T. Wright & Co. were 
elected to fill vacancies. 


Good Men’s Trade 


CINCINNATI—Sid Wittenberg, buyer 
and manager of the shoe department 
of the Fair Shoe Company, Sixth and 
Race Streets, reports that the sales of 
men’s shoes in his department doubled 
during the Summer months but that 
women’s shoe sales fell far short of the 
preceding year owing to the great de- 
mand he had for women’s rubber-soled 
beach sandals. Some 21,000 pairs of 
beach sandals were sold by him. Prices 
ranged from 49 cents a pair (a mark- 
down sale price) to 69 cents per pair. 

Wittenberg has recently remodeled 
the children’s shoe department into an 
artistic and up-to-date room with 
chairs and seats fashioned in animal 
designs of bears, elephants, camels, 
etc., that have proved very attractive 
to the youngsters. 


Shoe Production Normal 


New York—During August shoe 
production amounted to 26,300,000 
pairs, according to estimates received 
by the New York Hide Exchange. This 
reflects a normal seasonal increase over 
the previous month, when the output 
was 20,500,000 pairs. Production in 
August, however, was 21.4 per cent be- 
low the corresponding month in 1981. 
The total shoe production for the first 
eight months of 1932, including the 
above preliminary estimate, was 11.2 
per cent below the same period last 
year. 


Rollins Operate at Capacity 


Des MOoINEs, IowA—The Rollins Ho- 
siery Mills here are operating at ca- 
pacity with a staff of more than 900, 
approximately 100 of which were added 
in the last month, according to F. W. 
Warren, employment manager. 

Textile manufacturers were unani- 
mous Wednesday in statements that 
the upturn is largely due to the recent 
advance in commodity prices, especially 
textiles, and the short supply on hand 
by wholesalers and retailers. 
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Tandrite BLACK .. . 


... at home in the smartest company! 


Yes, it is smart and not only smart but exceptionally mellow and 
durable. 
Made from the oe of choice skins, this rich lustrous black calfskin 


is superbly finished, has fine flat grain and close break. 


In shoes of Tandrite Black you are offering your customer the best 
there is in fine leathers! 


E. HUBSCHMAN & SONS, INC., PHILA. 
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Wire staples temporarily hold the 
lasted upper to the rib of the insole 
until a permanent bond is obtained. 
The rib and imbedded staples are 
then trimmed away, in one opera- 
tion, leaving a smooth even bottom 
requiring a minimum of bottom filler. 


UC 


(TRADE-MARE) 


SHOE 


IN keeping with the trend 
of fashion, the Uco Shoe, 
constructed without staples 
or tacks in the shank or 
forepart, is extremely light- 


weight and flexible. 


This method of construc- 
tion makes it possible to 
attach the sole by cement, 


chainstitch, or lockstitch. 


After trimming the surplus material 
the shank is placed in position, bot- 
tom filler is applied, and the shoe is 
ready for sole laying. The sole may 
be attached by cement, chainstitch, 
or lockstitch. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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>» HOW’S BUSINESS 4 


Production Rise Anticipated 


BostoN—A sharp rise in shoe pro- 
duction is anticipated this month. Some 
leading manufacturers have already 
announced plans for larger output. 
Because of small operations the past 
few months, dealers’ and _ jobbers’ 
stocks are believed to be extremely low. 

Department of Commerce July fig- 
ures showing production of only 20,- 
437,942 pairs of all classes, excluding 
rubber, against 23,561,556 the previous 
month and 28,614,210 for July, 1931, a 
28 per cent reduction from a year ago, 
are somewhat surprising even to the 
trade. There is little explanation for 
the sharp slump in July, other than the 
indication that manufacturers lacking 
actual orders have been loath to keep 
up production. The July, 1932, output 
is below any similar month in more 
than a 10-year period. 

Meanwhile trade sources report a 
definite improvement in shoe orders 
the past two weeks, particularly from 
southern States, where improvement 
in cotton prices is reflected. 

The July figure is hardly typical of 
the year’s results, as for seven months 
output is 170,301,490 pairs, a 9.4 per 
cent reduction from 188,017,286 the cor- 
responding period of 1931. As_ it 
stands, however, output this year for 
the first time in more than 10 years 
will probably fall below 300,000,000. 

Shoe repairing establishments, in- 
stead of reaping a harvest as result of 
depression habits, have been doing a 
normal business, manufacturers say. 


Louisville Trade Improving 


LOUISVILLE—Last month saw the 
opening of one or more shoe stores and 
this month two new stores have opened, 
while several of the larger shops are 
doing extensive remodeling, which they 
feel are warranted by brighter business 
conditions. Nearly all merchants re- 
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port increased business over last year 
and the Fall trade has started in with 
a swing. 

Feltman & Curme, corner of Fourth 
and Jefferson, who conducted a sale 
this Summer preparatory to closing 
their Louisville branch, have been of- 
fered reduced rent by their landlord 
and will continue to operate at the lo- 
cation which they have so long occu- 
pied. The store has been redecorated 
and fitted with a new lighting system. 
New windows have also been installed. 
The store is under the management of 
Percy Hoar. 

On Saturday the shoe department in 
Stacy’s opened with a big business. It 
is under the management of Louis 
Green, formerly with the Bon Ton shoe 
department, and specializes in shoes 
priced at $1.49 to $3.95. Woodwork 
and chairs are in walnut. Chairs are 
upholstered in red velvet. 


Adds Men’s Shoes 


CINCINNATI, OHIO — Formal an- 
nouncement of the opening of a new 
shoe department in the store of Burk- 
hardt Brothers Co. has been made by 
Andreas FE. Burkhardt, president. 
With the addition of the line of shoes 
the company now has a complete men’s 
store. : 

The department is located on the 
street floor and will be managed by 
Jack Hicks and Larry Dieckhaus. 





DO YOU KNOW— 


WHEN were right and lefts first introduced 
into footwear modeling? 

WHEN widths were first introduced? 

WHEN arch-support models first came in? 

WHEN the Combination last was first intro- 
duced in general shoe selling? 

Send your answers at once to O.P.I., Boot 
and Shoe Recorder, 239 West 39th St., New 
York, N. Y. To the best reply received by 
Oct 4, 1932, | will mail a copy of the latest 
Shoe and Leather Lexicon. 
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Canadian Production Off 


MONTREAL—Production in Canada of 
leather footwear for the month of July, 
1932, amounted to 1,379,484 pairs, a 
decrease from the preceding month of 
179,708 pairs, or 11% per cent, and a 
decrease from the month of July, 1931, 
of 77,338 pairs, or 5 per cent. 

The total production of leather foot- 
wear during the seven months ended 
July 31, 1932, was 10,509,069 pairs, 
compared with a total of 10,435,799 
pairs in the corresponding period of 
1931. 

Trade statistics again record a drop 
in the imports of footwear, except rub- 
ber, the quantity imported during July 
last being 22,487 pairs, compared with 
48,903 pairs in June and 53,005 pairs 
in July, 1931. Imports from the 
United States in July, 1932, had a value 
of $17,699; from the United Kingdom, 
$15,068, and from other countries, 
$8,052. 

Exports of Canadian-made footwear 
are increasing, according to the trade 
tables, which show 2065 pairs exported 
in July, 1932, compared with 1305 pairs 
in the preceding month, and 699 pairs 
in July, 1931. St. Pierre and Miquelon 
took over half of the July exports, and 
Newfoundland about one-fourth. 


Brockton Factories Increase 


BRocKTON—An_ overnight demand 
for immediate shipments, due to the 
depleted stocks of retailers or possibly 
to contemplated increases in prices 
many factories consider making in the 
next sixty days, has brought about a 
spurt in production in a score or more 
of factories the past week. 

While such factories are far below 
normal, orders received may be re- 
garded as much greater in pairage for 
immediate delivery than has been re- 
corded at any time during the past 
eight months. Many makers of welts 
have stepped up production from three 
to five days, while several factories are 
engaged full time, with sufficient orders 





Prophylactic Arch 


UNITES 7 | 


The New A-W Turn Shoes with 
the PROPHYLACTIC ARCH 


offer you the opportunity for 
permanent, staple business, vol- 
ume, profit, turnover and repeat 
trade because they fill a new, dif- 
ferent and special place all their 
own. They are the IDEAL shoes 
—providing a sturdy heel and 
arch supporting shank required 
by most women with the superior 
flexibility of forepart obtained 
only in Turn shoes, to give perfect 
comfort. 


Famous 
Features 


In brief — A CORRECTIVE 
ARCH SUPPORT IN A TURN 
SHOE. 





No. 757. Black Ruby Kid Five-Eyelet Closed 

Cutout Tie; Black Lizard Tongue and Eyestay; 

39 Last; Leather Lining; 14/8 Leather Heel. 

Wingfoot Top. Price $2.50 
In stock AA, A, B, C, D, E, EE 





The Seven Famous 
Features* 


1. A Rigid Steel Shank capable 
of adequate arch - support 
for every woman. 

HE a ae 


. Snug, nature - fitting heels 
add to the correctness of 
these superior Turn Shoes. 

* m 


. Arch supporting, right and 
left moulded counters for 
perfect fit and support. 

a oe us 


. Medium heels essential for 
the right posture and bal- 
ance. 

* 

. Ample ball room for the foot 
with plenty of room for the 
toes. 

* ne 

. Flexible Turn sole and fore- 

part superior for comfort. 
* * 


. Smooth inside bottom with 
no tacks or seams to bother 
the inside treading surface 
of the foot. 











AULT-WILLIAMSON 
SHOE CO. 
AUBURN, MAINE 
*Write today for a new descriptive book- 


let describing the Prophylactic Arch 
Shoes and their place in your store. 








ee 





Pays to Advertise 


MAYFIELD, KY.—A cleverly written ad of a 
Mayfield shoe store in the Mayfield Messenger 
sold two pairs of sport oxfords in Hong Kong, 
China. John Watts, Jr., Mayfieldian, associated 
with the American Express Co. in China, read 
the shoe store’s ad in Hong Kong, then placed 
an order for two pairs gt shoes. 


te eR ee a A 


on hand for at least two months’ oper- 
ation on this basis. 

Men’s shoes in the better grades, 
where quality shoemaking is desired, 
are due for a slight increase because 
of the advance of raw materials. 
Manufacturers have no control over 
this situation and many keen buyers 
anticipating such a move and in need 
of shoes are protecting themselves. 


Retail Gains Reported 


Reports from all sections of the coun- 
try received by Harold C. Keith, presi- 
dent of the George E. Keith Co., last 
week indicate a marked improvement 
in buying, which justifies the increase 
in production the Keith factories have 
made the past 10 days. Commonwealth 
Shoe & Leather and Regal Shoe Co. are 
practically running full time. 

The enthusiastic reception given the 
new lines of M. A. Packard Co., coupled 
with the opening of a score or more of 
new accounts, has brought about a 
marked increase in production at this 
well known South Shore factory, while 
the C. A. Eaton Co., with its new boys’ 
line, together with its regular produc- 
tion on its Crawford line for men, is 
headed for a full-time schedule before 
Nov. 1. 

Despite the fact that its new factory 
will not be available before Oct. 15, the 
Stacy-Adams Co., with a complete new 
line of high grade patterns, reported 
to be the finest ever produced hy this 
well known firm, is also exceptionally 
busy with its Bion Reynolds line. 


Plan Increased Production 


The W. L. Douglas Co., with its 
regular lines, and the Areo-Pedic Di- 
vision appear destined for the five-day 
working schedule the coming month, 
together with Conrad Shoe Co., A. 
Freedman & Son and Brockton Co- 
Operative. Barney, Capen & Denham, 
Field & Flint, Brockton, and Richards 
& Brennan at Randolph appear quite 
likely to join the other factories at in- 
creased schedule during the next 30 
days. 

At Rockland, E. T. Wright Co. are 
about to announce their new corrective 
shoe, which will not, however, inter- 
fere with the future production of the 
nationally known Arch-Preserver line, 
which continues to keep this model fac- 
tory on a steady production. 

Reports from the Stetson Shoe Co. 
at South Weymouth are exceedingly en- 
couraging both as to the regular Stetson 
line and the well known Ardnold Glove- 
Grip shoe division, also produced at 
this factory. 

Among the lower priced makers of 


48 


men’s shoes the E. J. Givren Shoe Co. 
at Rockland, Brockton Shoe Co., Hol- 
brook, Doyle Shoe Co. at Brockton and 
the Corcoran Shoe Co. at Stoughton, as 
well as Ellis-Fisher at North Easton, 
are running at least five days a week 
at capacity. 


Lowell Plants Busy 


LOWELL, Mass.—A _ general trend 
toward improvement is noted in the 
local shoe factories, which, by the way, 
have been operating to near capacity 
consistently during the past two years. 
The Becker Brothers Shoe Co. is em- 
ploying more than 1000 persons and 
has orders enough to keep its present 
personnel employed for at least two 
months. The number employed is 20 
per cent larger than the force engaged 
early in the Summer. The company 
recently acquired two more floors to ex- 
pand its plant. 

At the Merrimack Shoe Co. there are 
now 400 employed, an increase of 100 
since early Summer. Orders on hand 
will provide at. least two months’ em- 
pioyment. The United Novelty Shoe 
Co. is employing 650, an increase of 
150, and the Thomas Shoe Co. is work- 
ing on a full-time schedule with 250 
employed, twice the number that were 
on the payrolls in June. 


Hides Decline 


NEw YorK—Checking the prolonged 
upward movement, values on the New 
York Hide Exchange reacted sharply 
and during the week ended Sept. 17 
reflected losses of from 1380 to 155 
points for the period in moderate trad- 
ing. The market closed at the lowest 
levels of the week. 

The decline was largely attributed to 
a wave of selling encouraged by the 
break in the securities and other com- 
modity markets. Spot hides were fea- 
tureless throughout the week, small 
quantities being sold at unchanged 
prices. 


Shoe Imports Decrease 


WASHINGTON, D. C.—Shoe imports 
totaled 3,823,922 pairs, valued at $2.- 
056,380, the first six months of 1932, 
against 4,040,173 pairs, valued at $5,- 
430,242, the first half of 1931. Im- 
ports shrunk 59 per cent in value. 

Of the 1932 imports, 2,672,070 pairs 
were shoes, with uppers of fabric, 
valued at $436,000. Women’s shoes 
continue to make up the bulk of im- 
ports. Czechoslovakia sent 877,209 
pairs here of women’s and misses’ 
shoes. 


Forms New Corporation 


PROVIDENGE, R. I.—A new shoe re- 
tailing corporation, the Dolly Keen Boot 
Shop, Inc., has been formed here at 
182 Union Street by Samuel B. Flang- 
baum, Edmund J. Kelly and Judiah C. 


Semenoff. The store specializes in 





shoes retailing at $3. 
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WOLVERINE SHOE CORP. HOLDS CONFERENCE 


A portion of the Wolverine Shoe & 
Tanning Corp. sales force at the semi- 
annual conference, Rockford, Mich. 

Every six months a group of the boys 
attend this two weeks’ sales school fa- 
miliarizing themselves with each oper- 
ation necessary in making the raw 
horsehide into Wolverine Shell Horse- 
hide shoes In fact, each man performs 


>» ON THE SELLING END <q 


Announces New Department 


BrockToN—Announcing a new in- 
stock department with a range of 29 
patterns in a $5 and $4 retailing line, 
Harry S. Freedman, of A. Freedman & 
Sons, Inc., Brockton, declares the re- 
ception given the firm’s new in-stock 
service indicates beyond any question 
of doubt the necessity of affording re- 
tailers the opportunity of ordering 
from in-stock to meet their demands. 

While successful for many years and 
known nationally as the makers of fine 
welt shoes for men, only recently did 
the Freedman company enter the in- 
stock field and the reaction of the trade 
has been far above expectation, accord- 
ing to its sales manager. 


Reports Biggest Week 


MILWAUKEE—Ray Bumgarner, Sales 
manager of Bob Smart Shoe Company, 
Milwaukee, notes a decided improve- 
ment in business. Mr. Bumgarner says: 

“It might cheer up some retail mer- 
chants who still feel the shoe business 
is not good to know that during the 
past week we have sold a greater num- 
ber of dozens of pairs than in the. en- 
tire history of Bob Smart. 

“This speaks well, of course, for our 
line, but also points to the improving 
business conditions in which the return- 
ing confidence of merchants counts for 
so much. As the desire for gain re- 
places fear of loss, which has held so 
many for so long, we will then be get- 





ting along on the road to prosperity.” 
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every operation through the tannery 
and shoe factory. This schooling has 
made the Wolverine salesmen very con- 
versant with tanning and shoemaking. 

Also they are schooled in the ethics 
of good salesmanship, so today as a 
prominent retailer expresses it, “These 
salesmen know what they are talking 
about.” 





R. L. Stiles Sales Manager 


PHILADELPHIA — The announcement 
has just been made that R. L. Stiles 
has resigned as manager of the Phila- 
delphia office of John R. Evans & Co., 
to accept the sales managership of 
McNeeley & Price Co., well known tan- 
ners of black kid, of that city. 

Leonard Stiles, better known as 
“Mike” to a broad circle of friends 
throughout the tanning and shoe manu- 
facturing fraternities, has for twenty- 
four years been connected with John R. 
Evans & Co., in the western and 
Canadian fields and since 1922 as man- 
ager of their Philadelphia office. 


Jefferson Bender with Einstein 


New YorK—Jefferson Bender, for- 
mer president of the Jefferson Import 
Corporation, well known in the shoe 
industry as importers and creators of 
specialty leathers, fabrics and shoe ac- 
cessories, is now associated with J. Ein- 
stein, Inc., 1 Park Avenue, New York. 

Mr. Bender brings to J. Einstein, 
Inc., a knowledge and experience that 
will enhance the services that J. Ein- 
stein, Inc., are now rendering to the 
industry. 


New Co-Operative Line 


BROcKTON—Lars Peterson, president 
of the Brockton Co-Operative Boot & 
Shoe Co., for the past fifty years, one 
of the South Shore’s best known manu- 
facturers, announced a new line of $5 
retailers to be known as the Co-Oper- 
ative Blue line, with 16 patterns in 
stock, which will be added to as in- 
creased business demands. 
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Theres just one thing 
to do-when you see 


NEW DEBUTANTE 
- + « Glee... 


...and that is surrender to 
their captivating smartness 
and their alluring style. Be- 
cause, Debutante footwear 


will add an individual note 


of distinction to any costume. 


Style No. 
560 








Blue Ribbon Shoemakers Inc. 
12th & Russell Blvd. 
St. Louis, Mo. 


Please send us full information about 
your ‘‘Shoes of the Month.” 


fee ea ene eee Eee 





WHERE TO BUY 


Shoe Forms 


[zai Yorms 





FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIRYLITE 
Shoe Form Co. Inc., Auburn,N.Y. 








WHERE TO BUY 
Men’s Shoes 











“Tlettleton 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 
Brockton, Mass. 
































OLD COLONY SHOE CO 
Brockton 














BOSTON 
10 HIGH ST. 


mae | NMass 








Mexican Feet Small 


EL PASO, TEX.—Alfonso Amparan, who 
knows feet, is authority for the statement that 
Juarez men and women have much smaller feet 
than Americans. In his capacity as manager of 
a shoe store, Amparan has fitted thousands of 
feet on both sides of the Rio Grande during the 
last 14 years. “Mexican men usually buy num- 
ber six, and rarely a number 10,” Amparan 
~~ “Both men and women demand American 
styles.” 





> STORE CHANGES 4¢ 





E. B. Gerbert’s New Store 


JACKSONVILLE, FLA—A new store 
catering exclusively to women opened 
recently at 42 West Adams Street un- 
der the name of Elkin’s Boot Shop. 
Elkin B. Gerbert, for many years in 
the retail business here, is in charge 
of the shop. A complete line of ho- 
siery is carried and on the opening day 
a pair of full fashioned hose was given 
with each shoe sale. 

Spacious windows with decorated 
glass, which make a foyer hall leading 
to the entrance, and other outstanding 
features make the store one of the most 
attractive shoe stores in the downtown 
section. 

The interior of the store has been 
fitted with taupe colored shelving 
trimmed in a very light green. The 
walls are of a pale green, as are the 
seats and fitting stools. A green and 
taupe linoleum covers the floor to carry 
out the decorative scheme. 





New Shoe Outlet 


BALTIMORE, Mp.—Norman Liebling 
operator of several retail establish- 
ments, including combined footwear, 
hosiery and millinery shops, plans to 
open another branch store at 28 West 
Lexington Street, where the Interna- 
tional Millinery Co., trading as 
“Sherry’s,” has been operating a com- 
bined footwear, hosiery and millinery 
establishment. Liebling will operate a 
similar establishment following neces- 
sary improvements to the three-story 
building at the location. 

Mr. Liebling, together with C. Davis, 
recently opened the Milady Shoppe at 
111 West Lexington Street, a combined 
footwear, hosiery and millinery store. 
A similar establishment is maintained 
at 305 West Lexington Street. Popu- 
lar and lower priced merchandise is 
featured. ° 





Moves Headquarters 


ZANESVILLE, OHI0—The general of- 
fices of the Rubin Shoe Co., recently 
established here to operate a shoe fac- 
tory for the production of women’s 
shoes, will be moved from New York 
to Zanesville some time in October, it 
is announced. Dr. Samuel Rubin and 
his staff of assistants arrived in Zanes- 
ville recently to train office help. 
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Remodels Store 


JACKSONVILLE, FLA—The Rogers 
Shoe Store, featuring women’s foot- 
wear, has been opened at 326 Main 
Street. Harry Gendzier, for many 
years connected with the shoe business 
and an expert in his line, is the man- 
ager of the new store, which was re- 
cently remodeled and decorated. It 
has been fitted with large display win- 
dows, which will provide space for a 
wide selection of footwear. A fully 
equipped repair shop is also operated 
in connection with the store. 





Berland in Pittsburgh 


PITTSBURGH, Pa. — Berland Shoe 
Stores, Inc., of St. Louis, opened a new 
shoe store at 211 Fifth Avenue with 
Arthur Arnold in charge as manager. 
The storeroom has been finished in a 
modernistic manner and about 40 per- 
sons are employed. The store will 
specialize in fitting persons who have 
difficulty in obtaining ready-made foot- 
wear. On the opening day each pur- 
chaser of a pair of shoes was given a 
handsomely dressed doll as a souvenir. 





Changes Store Name 


ALLIANCE, OHI0—Shrigley & Wheat 
is the new name of the firm formerly 
known as the Walk-Over Shoe Store, 
415 East Main Street, it has been an- 
nounced by H. P. Shrigley and F. W. 
Wheat, proprietors The change was 
made because the store will no longer 
specialize in one brand of footwear. 
Although the store will continue to 
carry the Walk-Over line, several other 
popular priced lines have been added. 
The store also will discontinue its credit 
business. 





Opens Jackson, Ohio, Branch 


JACKSON, OHIO—The new Chambers 
Shoe Store, operated by E. E. Chambers 
was recently opened. E. E. Chambers 
operates a department store in Wells- 
ton and it is his first business venture 
outside of that place. He will handle 
shoes for the family, hosiery and some 
specialties. S. C. Radcliffe is manager 
of the new store. 





Burns Co. Moves 


DetroIT—Burns Shoes has moved to 
227 West Grand River Avenue, taking 
over the former Rapp’s shoe store, a 
location that has been a shoe store, 
under various ownerships, continuously 
for forty-five years. Burns Shoes has 
taken over the stock of Baines Bootery 
on the same street. 





On Their Own Now 


INDIANAPOLIS—The Men’s Shoe Shop 
has been opened here at 131 North IIli- 
nois Street by Brown & Voiles, for- 
merly associated with the local branch 





of the Newark chain of shoe stores. 
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SMART APPEARANCE 
ws DEDENDABLE WEAR 














5ILAOCQUW 


The popular SILHOUWELT 


possesses certain features which 








add to the value of feminine 
footwear... The welt type of 
construction furnishes durable 
and dependable wearing quali- 
ties, and produces a comfort- 
able, snug-fitting shoe. 
At the same time, the lightweight 
outsole, close-fitting edges and 
shanks truthfully interpret the 
graceful lines of modern 
shoe styles. 


UNITED SHOE MACHINERY CORPORATION 


2 BOSTON, MASSACHUSETTS | 
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WHERE TO BUY 


Children’s Footwear 


2 MAIN ST. 
WILTON. MAINE 


G.H.BASS & CO. 


SPORTINBAK 


FLEXIBLE 
ANKLE SUPPORT 
SHOE 


LIGHT SMOKE 
2 to 6 $1.35 6 te 8 $1.55 


EPHRATA SHOE CO., Inc. 
EPHRATA, PA. 


WHERE TO BUY 


Women’s Shoes 





FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 








Ctra Ba 


Internationally recognized as the acme of 
utility 7 pg 


A product of 


SHAFT-PIERCE SHOE CO., Faribault, Minn. 














Marott Hangs Up Golf Trophy 


INDIANAPOLIS, IND.—Eleven thousand 
dollars—all done up into the world’s 
most costly athletic award—will be at 
stake for another year when the golf- 
ing members of the Indianapolis Ath- 
letic Club and Columbia Club meet at 
the Highland links to see whether or 
not the George J. Marott trophy moves 
over into the Indianapolis Athletic 
Club lobby or remains in the Columbia 
Club. 


George J. Marott with the trophy he donated. 


The cost of the elaborate trophy 
amounts to slightly more than $11,000, 
and it stands more than six feet in 
height. It contains 600 ounces of ster- 
ling silver, sixty ounces of fourteen 
karat gold and the cup of gold in the 
shrine is studded with 200 full cut 
diamonds. The golfing figure at the 
top is of sterling silver and the several 
onyx bases are separated by bands of 
gold. A plaque on the front bears the 
name of the donor in raised letters, and 
on the opposite side is a plate bearing 
the names of log gross shooters from 
year to year. 


New Leather Goods Buyer 


CINCINNATI—Mrs. Sally Betts-Huff, 
New York, former assistant editor of 
Handbag Modes, leather goods journal, 
has been appointed to take charge of a 
new department devoted to handbags 
and other leather goods at the Potter 
Shoe Co., Fifth Street. 

Mrs. Huff is not only a buyer but a 
designer and will introduce some of 
her newest designs to Cincinnati 
women. 


Appointed Boxing Judge 


CHICAGO— Rube Metz, the secre- 
tary-treasurer of the National Shoe 
Retailers’ Association, has the distinc- 
tion of being the first judge appointed 
by the Illinois State Athletic Commis- 
sion, having been appointed a boxing 
judge by Chairman John C. Righeimer 
on Dec. 28, 1926. 

Mr. Metz has been reappointed by 
Chairman Paul Prehn and the present 
Chairman John V. Clinnin. He has 
served in many important champion- 
ship fights, as well as in the Chicago 
Tribune Golden Glove Contests and the 
Catholic Youth Organization bouts and 
many other important events. 

He is considered one of the most 
efficient and outstanding judges, as 
shown by his continuous service. Mr. 
Metz is the owner of Metz Men’s Shoes 
at 78 W. Washington Street. 


Talks on Retail Problems 


‘’ Boston—Arthur D. Anderson of 
New York, editor of Boot AND SHOE 
RECORDER, addressed the Weekly Busi- 
ness Research Conference, under the 
direction of Hugh Butler, New England 
manager of the Bureau of Foreign 
and Domestic Commerce, at the Boston 
City Club, Wednesday. 

Mr. Anderson discussed some of the 
problems of retail shoe dealers, and, in 
the course of his talk, stated that in 
the future the retailer will have to dis- 
card his old-time speculative inventory 
system and adopt a more dynamic one. 
The time has gone by, said the speaker, 
when it is practicable to store up large 
surplus supplies of merchandise, crops, 
or any other commodities. 

We have passed from the era of 
taxing the producer to the system of 
taxing the consumer, Mr. Anderson 
said. Hence there is every probability 
that the United States will adopt a 
general sales tax system so that every- 
one will bear his fair share of the cost 
of government. In all lines of business 
today there is pressing need of good 
advertising, of which there has been a 
widespread cessation as one of the re- 
sults of the depression. 

Mr. Anderson also addressed the an- 
nual convention of the American Na- 
tional Retail Jewelers’ Association, at 
Hotel Statler on Tuesday. 


George Lyman Greenfield 


PORTLAND, ORE.— George Lyman 
Greenfield, 58, one of Portland’s best 
known shoe retailers, having been en- 
gaged in the business here for the past 
25 years, died at his home here. 

A venture early this year in the 
department store field known as Ly- 
man’s did not prove successful, and is 
thought to have brought on his final 
illness. 

Surviving are the widow, Mrs. Phyl- 
lis L. Greenfield, and three children, a 
brother and two sisters, all of Portland. 
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carefully the article on pages 
18-19 entitled “Go Out and 
Sell Your Man.” It was written 
by Matthew A. Condon, a mer- 
chant who speaks from ex- 
perience, and it tells how the 
men’s business can be in- 
creased by intelligent promo- 
tion. 

Don’t miss the report on 
Spring colors in women’s 
shoes or Miss Harrington’s ar- 
ticle on the newest Fall trends. 


You will find the advertisers 
can assure you of correct 
styles and satisfactory service. 























OF THE INDUSTRY? 


Leadership is not a matter of luck or accident. 


It is the result of a confidence built on the solid founda- 
tion of superior performance and fostered by sound, truth- 
ful, believable advertising. In every Industry there are 
concerns whose names are “‘first-in-mind” when products 
are due to be purchased. 





These products have become “buy-words”’ of the indus- 
try, because 


Ist. In use they have lived up to all that 
has been claimed for them. 


2nd. Consistent advertising has kept the 
records of achievement of these prod- 
ucts always alive in your memory. 





Advertisements of these friendly, familiar products are 
to be found in most any issue of this magazine. You will 
profit by keeping up your acquaintance with them. 







Buy wth confidence ... products you see advertised. 


Copyright 1932, Kogers & Gano Advertising Agency of Texas 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


6 Or re 


Pees 





Soft Soles— 
Hard Soles 
for men, women, children, 
misses. PL. & clean akan _ 
prices rd 
Actually SLIPPERS THAT. SELL. — 
Samples on request. 
VINCENT HORWITZ co., 


64-76 W. 23rd 
Boston Cae, 137 Lincoln $ St. 


Ine. 
York City 








Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $1.85 AND UP 
GOLDEN BROWN KID—IN STOCK 


ROTH SHOE COMPANY 


MANUFACTURERS 
50 N. FOURTH 8ST. PHILADELPHIA 


Famsicaminndiane 


Genuine Hand Turned 
fa-Steck te Retal! 
$3 te $5 





Me, 1415—Tan 
Kid Bvrerett 





QUALITY TURN 
D’ORSAYS 


All Colors A & C in Stock 

te Retail at $2.00 

Write for catalogue 
FREEMAN-THOMPSON 

SHOE COMPANY 
Minnesota 





9) St. Paul 








W. S. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and Black with 


Snap Pocket $1.35 
Zipper Pocket $1.50 


“Nu Shoe Store” Starts 


CLARKSBURG, W. VA.—The Nu Shoe 
Store has been opened at 110 South 
Fourth Street, Clarksburg, featuring 
footwear at prices ranging from $1 to 
$3.95 the pair. W. T. Oldham is the 
manager. 





Cinderella Contest 


CLEVELAND, OHIO.—A Cinderella contest, 
sponsored by the Stone Shoe Co., was brought 
to a suc I close last week with the award 
of the Cinderella title to Miss Jane Degnon, 
who received also four pairs of shoes valued 
at $35. 

Judges examined dozens of entrants to find 
the most petite foot and made their final choice 
by scanning ink prints” of the leading con- 
testants’ feet. 


» STORE CHANGES 4 


California Changes 


SAN FRANCIScCO—Shoe men through- 
out California are anticipating the 
after-summer trade by modernizing 
stores, giving more than usual care to 
window displays, keeping the interior 
of the store ultra spick and span, and, 
most important of all, filling up stocks 
in both diversity and quantity. J. 
Meltzer, 3259 Mission Street, San Fran- 
cisco, is taking advantage of a recent 
fire that visited his shop and is not only 
repairing the damage, but installing 
marked improvements. 

Mandel Anmuth has opened a shoe 
shop at 773 Howard Street, San Fran- 
cisco. 

John P. Herrmann and Edward A. 
Friedland, co-partners heretofore oper- 
ating Herrmann’s Shoe Store, 469 14th 
Street, Oakland, have dissolved the 
partnership, and Mr. Friedland has 
modernized the shop and reopened it 
under the name of Leaders Shoe Shop. 

M. F. Blitz has opened a women’s 
and children’s shoe establishment at 
423 Main Street, Watsonville, under 
the firm name of the Guarantee Shoe 


Co. 

In Chico, Cal., a complete women’s 
shoe department has been added by J. 
F. Doll at M. Oser & Co., a department 
store. 

In Marysville, A. A. Rogers succeeds 
the Johnson’s Shoe Store at 327 D 
Street, and the store name will be 
changed accordingly. 

In Alameda, Messrs. Webb & Mai- 
sano succeed the J. J. Krieg Co.’s shoe 
shop at Park Street and Santa Clara 
Avenue, and the name of the shop will 
reflect the change in ownership. 

N. Lewis has opened a new shoe shop 
at 318 Georgia Street, Vallejo. 

The Togo Shoe Shop has opened at 9 
Market Street, Salinas. Leed’s, 893 
Market Street, San Francisco, has ap- 
pointed William Shiverts as manager. 
Mr. Shiverts has had long experience 
in the San Francisco shoe field, his con- 
nections including the Emporium and 
the C. H. Baker Co. 


New Baker Store 


CINCINNATI—Irving Edison, vice- 
president, and Lonnie D. Everett, east- 
ern sales manager of the Edison 
Brothers Stores, Inc., St. Louis, Mo., 
were present at the opening of the new 
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Baker’s shoe store, 22 E. Fifth Street. 
The three floors of the building which 
the store occupies had been remodeled 
into what has been termed one of the 
finest constructed shoe stores of the kind 
in the country. The new store pre- 
sented a handsome Fall bag to each 
person purchasing shoes on the open- 
ing day. The shoes are priced at three 
dollars. R. J. Fritch is the local man- 
ager of the new store, which is the 
second Baker’s shoe store in Cincin- 


hati. 


Opens Children’s Department 


RICHMOND, VA.—‘‘Wonderland,” a 
new children’s shoe department at 
Miller & Rhods department store here, 
opened September 7 in the basement 
of the store, and was visited by many 
mothers with their children. 

The shop, which will carry shoes for 
children from 2 to 14 years of age, has 
been yiniquely constructed to carry out 
the theme of Mother Goose and other 
well-known juvenile story book charac- 
ters. Souvenirs and small toys were 
distributed to the children on the open- 


ing day. 


New Shoe Firm 


WATERBURY, CONN.—Bennett’s Shoe 
Store, Inc., has been formed here to 
operate a retail shoe store at 101 Bank 
Street. Stock and fixtures of a store 
at 442 North Main Street, owned by 
Abraham Rubin, have been trans- 
ferred to the new corporation. Mr. 
Rubin is president and treasurer. Mrs. 
Frances Rubin is vice-president and 
N. S. Freedman, secretary. Paid-in 
capital is $5000, with $50,000 author- 


ized. 


Doellman & Kurry Opens 


MIDDLETOWN, OHIO— The formal 
opening of the Doellman & Kurry Shoe 
Store which occupies the store room 
on Central Avenue, formerly used by 
the Walk Over Boot Shop took place 
recently. Frank H. Doellman and 
Urban Kurry are the proprietors. Both 
of the partners have had extensive ex- 
perience in the shoe business in Mid- 
dletown. 

Mr. Kurry was formerly manager of 
the Walk Over Boot Shop. 


Purchases Partner’s Interest 


GREENFIELD, OH1I0O—The S. & R. Boot- 
ery is holding a dissolution sale as a re- 
sult of the purchase of the interest of 
Thomas Ross by his partner, J. E. 
Strain. The store had been operated 
for five years as a partnership. 


Opens Branch Store 


CHEVIOT, OHIO—S. Kohnop, who 
operates a retail shoe store in College 
Hill, Ohio, has opened a new store at 
3626 Harrison Avenue, Cheviot. A 
full line of hosiery is also handled. 





Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 24, 1932 








_INCREASE SALES 


Through Window Displays 
With a Human Interest Sales Appeal 


The SELLING POWER of your Fall and Winter 
window displays can be greatly increased by incor- 
porating a Human Interest Sales Appeal in them. 
This cannot be accomplished with shoes alone, it re- 
quires something that will not only attract the pros- 
pective customer but in addition create the urge to 


buy. The Sell Plus Service solves the problem by, 


Creating a Seasonable Atmosphere. 
Imparting Newness to the Display. 
Attracting Prospective Customers 
Through a Pleasing Color Effect. 


This Service requires no extended knowledge of win- 


dow display or previous planning to secure the best 
results. It is issued monthly and includes seven other 


BUSINESS BUILDING FEATURES all of which 
are being used to overcome competition. 


—m YOU CANNOT AFFORD to overlook any oppor- 
be ae ‘eae _ = tunity to increase sales. Improvement in your win- 
dow display comes first. Start your Fall and Winter 


ished in autumn colors with 
gold for use during the Display Campaign with this SALES BUILDING 


months of September and SERVICE. Write today for further particulars. 
October. It will change 

the general appearance of 

your displays and add much 

to their selling power. 


The SEL PLUS SERVICE 


243 West 39th Street 
New York City 
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WHERE TO BUY 
Ballet Slippers 








Patent Ne. 
1,872,641 





TEKNIK 


SOFT TOE BALLET 
VALUE BEYOND 
COMPARISON 


A revolutionary improve- 
ment in ballet construc- 





Send for 


tented 
eats elim- 


features. Toe Catalog 
=e poe ve Ask sbout 
mit utmost a, A one 
quali: an irre- 
Sistibie am , franchise 
Black or Natural leather 
to retail for $1.85. Chicago Office 
e 159 No. State St. 
Les Angeles 
1533 Rosalia Rd. 
333 WESTSZ‘SL MAIN OFFICE AND 
NEw ‘YORA.CITY FACTORY ~ 





LO 


WHERE TO BUY 


Shoe Accessories 


—n a 





Buy at 
Manufacturers’ Prices 
Specialty and Corrective 
Findings 
Felt or rubber —~ pe But- 
tons, leather plain 
and heel a 3- “oly eather 
eel seats, ppers, pinch pads, 
findings, chiropodist felts, etc. 
CARLTON SHOE FINDINGS ure. £0. 
321 West Monroe Street » on. 

















WHERE TO BUY 


Dancing Shoes and Taps 


i 














TAP SLIPPERS 
IN-8TOCK 
Black Kid One ates 
oy Leather One- 
Stra $1.65 
Ribbon ties Se. extra. 
BROOKS SHOE MFG. CO. 
Swanson Sts. 


& Ritner 
Philadelphia 


















THE LEADING TAP SHOES 
IN STOCK 


Insist on TURNS for your 
TAPS 


Patent Leather 
or Black Kid 







izes: 11/2 to2 
Sizes Ste 8 


Packed-in 
18 or 36 
pair cases 


Turn 
= 
2270 eo 
Write for _ 
sample-pairs 


The Norridgewock Shoe Co., Inc. 
NORRIDGEWOCK, MAINE comme! 
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Fall Types Interesting 


NEw ORLEANS—Fall footwear-is due 
to be both fashionable and comfortable 
this season because higher cut oxfords 
are in vogue. Colonel Harry A. Davis, 
buyer for Walk-Qver shoes, says: “Not 
only the smart. oxfdrd, which is the 
highest cut shoe made, but pumps are 
also built up around the instep to pro- 
tect the tender spot where most shoes 
cut across. Another attractive feature 
about the new shoes is the Cuban heel 
that runs from two to two and a half 
inches higher. It is a good looking 
heel that is built on a solid, substantial 
base that doesn’t turn under your 
weight. The vamp is a trifle shorter, 
while the toes are inclined to a little 
rounder than they were last season.” 

Sam Epstein, buyer for Imperial 
shoes, has a well balanced collection 
of Fall shoes. A good choice is kid 
trimmed with reptile, patent or silk 
kid. The dress oxford has a regulation 
size heel and four eyelet lacing. An- 
other on this type is a high-heeled ox- 
ford for afternoon wear of black suede 
with reptile trimming. Pumps are 
very popular this Fall, many showing 
the side fastening idea and built up 
around the instep. 

Hannan shoe store is promoting the 
low cut tie dress oxford with 17-8 con- 
tinental heel. It has a lizard motif at 
the side with a slight suggestion of a 
D’Orsay cut. There has been a trend 
to match the shoes to the type of Fall 
clothes worn. For instance, tweeds 
constitute a nice material for sport 
shoes. Wine reds are being shown to 
match the vogue of wine colored coats 
and dresses. 


Monk Pumps 


BostoN—Monk pumps, sometimes 
called friar shoes, featured by a lead- 
ing store for street and sport wear, 
are an interesting specimen of shoe 
construction. They are of fairly sub- 
stantial weights of leather for both 
soles and uppers, and the uppers are 
made without linings, and also in an 
almost seamless pattern that is spoken 
of as very comfortable to the foot. 
The fronts are built up high, and they 
fasten off to the side with two straps 
passing through two buckles of the har- 
ness style. ‘The straps and the fronts 
are of one and the same piece of 


leather. The soles are welted and 
carry built up heels of leather. The 
uppers are chiefly of blacks and 


browns. Some of them are perforated. 





Bow Topped Quarter 


A new design in a fast style novelty 
line is that of a quarter with a top that 
bows up to something of the lines of 
the archery bow when it is bent. It 
looks like something very new, for, 
hitherto, top lines of quarters have al- 
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ways been flat or dipped down the sides. 
But this new top line bows up, and then 
it recedes in a graceful curve. to the 
back seam of the shoe. It takes a spe- 
cial counter to mmake.this style. The 
wings of the counter hold up the bowed 
up top lines on either side of the quar- 
ter. Usually the front of the shoe, 
whether of the pump or oxford pattern, 
is carried up high, so as to be in har- 
mony with the bowed up quarter. 





Higher Fronts and Sides 


Boston—There is an interesting ten- 
dency toward higher fronts on new 
style shoes for women, as, for example, 
six eyelet oxfords, high-throated pumps 
and ties of the two-eyelet class, with 
the fronts built up so that they ride 
high on the instep. The new two-but- 
ton oxfords may also be included in 
this list, with the three-button oxford 
reported in the pattern shops. 

It is a common practice to dip front 
and sides in summer styles, and build 
them up for Fall and Winter. This 
season the building up is being carried 
to an unusual height in some lines. 





Unlined Oxfords 


Boston—Filene is offering some new 
lines of unlined oxfords, chiefly in the 
Wales pattern, and of black and brown 
calf, and some tan and smoked elk. 
The upper stock is of fairly substantial 
weight, and there are perforations in 
the uppers. Soles are welted and the 
shoes carry built-up heels of leather. 
Filene was among the pioneers in pre- 
senting unlined shoes, had a large sale 
of them during the summer, and con- 
tinues to offer them for street and sport 
wear. 





Mercury Wing Bow 


Some new pumps, in a high class 
Boston store, are trimmed with a bow 
of leather, the bow ending off with 
Mercury wings that rise unusually high 
on the instep. Sometimes these wings 
are tipped with silver. 





Kinney Manager Back 


ATLANTA, GA—wN. F. Petersen has 
returned to Atlanta as manager of 
Kinney’s Family Shoe Store, at 65 
Whitehall Street, S. W. Mr. Petersen, 
who was formerly manager of the 
store, has been for the past two years 
in Asheville, N. C., as manager for the 
Kinney store there. 





Made Credit Manager 


ATLANTA, GA.—James E. Martin has 
been promoted to the position of man- 
ager of the credit and collection de- 
partments of the A. L. Zachry Com- 
pany, at 87 Peachtree Street, N. E. 
Mr. Martin is well known to the shoe 
men of the Southeast, having been for 
twenty years connected with the Fred 
S. Stewart Shoe Company. 
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° ° 
Coming to Oo 
Chicago's most interesting hotel offers you 
unequalled luxury at low rates. In the heat © 


of Chicago Rialto with its brilliant night life- 
close to stores, offices and railroad stations. 


UNEQUALLED 













CONVENIENT 
LOCATION 700 BANS 
‘and. FROM $3. 
YOU CAN DRIVE y 
YOUR CAR 





RIGHT INTO 
HOTEL SHERMAN 




















HOME OF THE COLLEGE INN 
CHICAGO'S BRIGHTEST SPOT 


























“Only $3 for all this?” 


You'll be surprised, too, when you see how 
much luxury and convenience you can en- 
joy at the Hotel Lexington for as little as 
$3 a day. 

And here’s another fact that’ll make your 
expense account beam with gratitude—it 
costs only $1 a day more for two persons at 
the Lexington. A room which is $3 for one, 
for instance, is only $4 for two persons. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th Street 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 
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THE HOTEL 


MONTCLAIR 


LEXINGTON AVE.49™ TO 50™ST NEW YORK 
800 ROOMS 


EVERY ROOM WITH BATH 
From $3.00 per day 
Attractive Rates by the Month 
A RADIO IN EVERY ROOM 


Short walking distance from Grand Central 
Terminal and B.&O. Motor Coach Station. 
Ten Minutes by taxi from Pennsylvania Sta. 


American Home Cooking Served in a Notable Restaurant 
OSCAR W. RICHARDS, Manager 








Your Store Name 
individualistic 


PRICE TICKETS 


Any Assortment of 
Prices Wanted 


NOG GER. ciecicccewess $2.50 
BOG OEMs ec cedccccceens 4.25 
—with store name in type— 
black unless otherwise _ re- 
quested. 

(If special hand-drawn design 
add 75c. to initial order.) 
Without store name 
VRAGEN. ower sesiscneee $1.50 
GORE viccnccconncess 85 
PiGGSOUR, ice vcccccesvave 25 


Check in advance must 
accompany order— 
For your Oct., Nov. and Dee. 
trims we have appropriate 
seasonable tickets in-stock. 
Samples on Request. _--~ 


(Actual size) 
ved border, green leaves on white e 
stock—black figures gee 


_--*’ BOOT & SHOE 


Polly Clip , RECORDER, 
Ticket holders 367 W. “ae 

Ye Gross ....$2.25 ‘ 
1c sae 0 with store name 
ross .... 4.00 uo (0 without store name 
Ow Ee re check enclosed 
a | Perr rerrr rrr re rr ee re 
——— Need tickets GE e.ticcte ceecscddeevedvacdecudeue 
2°” WE sconces EE er er ee 














WHERE TO BUY 
Spats 





made in a full range of 
sizes and correct colors. 
Backed by timely, 


tensive and consistent 
advertising | a Sat- 
urday Even Post. 


Strong pane ME  - 

Immediate delivery from 

Write today for samples to 

THE WILLIAMS MFG. qompany 
Portsmouth, Ohio, U. S. A 


helps—attractive packages. 


stock. 








WHERE TO BUY 


Bowling Shoes 


i eli end 








BOWLING SHOES 
IN-STOCK 
Combination Soles 
Rubber Heels 
Right Foot—rubber 
Left Foot— 
Buckskin 
$1.85 
Add 10% 
Gov't Tax 












Style No. 224 
BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 


@€THCO 


BOWLING SHOES 
No. 754—All sizes in stock 
Ti! immediate e delivery. 


}~ of A ATHCO Athletic 
Shoes . 














Shoe Co. 


Athletic 
914N. MarshfleldAv. 
Chicago, Ill, 
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Furnishes Free Shoes 


PITTSBURGH, PA.—The City Welfare 
Department has agreed to furnish shoes 
for needy families and an ordinance 
providing $50,000 will be acted on 
promptly by council. This is expected 
to take care of 16,000 school children 
who are in need of shoes. 

The distribution will be handled 
through the city Department of Wel- 
fare in cooperation with relief agencies 
and the Allegheny County Emergency 
Association. Bids will be taken 
through the city Department of Sup- 
plies on various sizes and the cost of 
delivery will be included in the pur- 
chase price. 

The money will be appropriated, sub- 





ject to the approval of City Council, 


from the $800,000 relief bond issue. 
The decision was announced by Mrs. 
Enoch Rauh, director of the Depart- 
ment of Welfare. 

The prospect of providing shoes in 
the county is not bright, according to 


the relief leaders. Mrs. Rauh, in open- 
ing the effort to provide shoes for school 
children, found that between 15,000 and 
16,000 youngsters did not have suit- 
able footwear to return to their class- 
rooms. 





A Fitting Problem 


LYNN, Mass.—This city has a whole- 
sale problem in fitting shoes on its 
hands, or, more clearly speaking, to 
the feet of its school children. Lynn’s 
shoe school, which recently resumed its 
sessions, will produce about $50,000 


‘worth of shoes during its full term, 


these shoes, ordinarily, being sold to 
wholesalers. Now it is recommended 
that the welfare department of the city 
take the entire output of the factory 
and distribute them among poor chil- 
dren of Lynn who are in need of shoes. 
The ordinary practice of the welfare 
board is to give orders on retail shoes 
to children in need of shoes. The argu- 
ment against the recommendation is 
that the school shoes, if distributed by 
the welfare board, would not be fitted 
as correctly as would be the case if the 
children were fitted by experienced 
clerks in retail stores. 





Concentrates Welfare Purchases 


CINCINNATI, OHI0—Attempt of re- 
tail shoe dealers of Cincinnati to ob- 
tain a change of policy in the welfare 
department’s purchases of shoes for the 
needy has met with only partial suc- 
cess thus far. 

Asking that orders given out by the 
department to the needy be filled at all 
retail stores, a delegation called on 
Fred Hoehler, city-county welfare 
commissioner, to protest against limi- 
tations on the filling of the orders. 

Hoehler defended the policy of con- 
centrating patronage at a few stores 
by saying that it gives the department 
more control of the buying; that it al- 
lows each selected dealer to carry a 
full stock and simplifies fittings. 





Donates School Shoes 


LOUISVILLE, Ky.—D. D. Stewart, 
manager of the Louisville Sears Roe- 
buck Co. store, in response to a de- 
mand from the Family Service Organi- 
zation for shoes and clothing for some 
4000 children to return to school Sept. 
12, recently presented the organization 
with an order for 632 pairs of shoes for 
immediate distribution to the children 
of needy families. Under the arrange- 
ment made the service organization will 
issue countersigned orders to be pre- 
sented at the Sears Roebuck store. 





PROFITIZE YOUR BUSINESS IN ’32! 
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Eisele Sons to Move 


East ORANGE, N. J.—A. A. Eisele 
Sons, for the last five years at 523 
Main Street, are moving one block to 
535 Main Street. Extensive alterations 
are being made and the shop will be 
one of the finest in this section. They 
will carry the same price line of shoes, 
up to $12 and $15, and have added the 
Vitality line for men and women. 

The firm has been in the shoe busi- 
ness since 1885, and has retained their 
original trade which covers customers 
for the whole of Essex County. 





OBITUARY 





Robert J. Boal Passes 


CANTON, OH1I0—Robert J. Boal, 27, 
until recently manager and buyer of 
ladies’ footwear for the Stern & Mann 
Co.,«women’s apparel store here, died 
Saturday, Sept. 10, at Tucson, Ariz., 
following a long illness. 

Besides his father, he is survived by 
his widow, three sisters and a brother. 

The body was returned to Canton for 
funeral services and burial. 





Erwin E. Reynolds Stricken 


BROCKTON, MAss.—Erwin E. Rey- 
nolds, who for the past 30 years has 
been with the W. L. Douglas Shoe Co., 
overseeing their retail stores, died sud- 
denly while en route to Detroit. Mr. 
Reynolds was found dead in a Pullman 
berth of a Michigan Central train ar- 
riving from New York. Physicians at- 
tributed his death to a paralytic stroke. 
Recently Mr. Reynolds has been looking 
after ‘the leasing, locations and other 
problems connected with the real estate 
department of the Douglas retail stores 
throughout the country. 





Fatal Accident 


Detrorir—Arthur J. Levert, who was 
assistant manager of the Detroit store 
of Feltman, Curme, died as the result 
of an automobile accident near Kings- 
ville, Ontario, on August 11. He was 
driving with John C. Plunkett, who 
with his brother, Frank Plunkett, owns 
the Arnold Glove Grip Boot Shop. 
downtown Detroit store, and -it is 
thought that he fell asleep at the 
wheel. The car struck a post. John 
Plunkett was also injured, suffering a 
fractured skull and two broken ribs, 
but is reported to be recovering nicely. 





John Ward Killed 


WOLCOTTVILLE, IND.—John Ward, 85 
years old, for years in the shoe business 
at Valentine, near here, was killed re- 
cently in a motor accident when drivers 
of two machines became blinded by 
dust. He is survived by the widow and 
four step-children. 
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FALL BRINGS NEW YORK BUYING RUSH 





NEW YORK WORLD-TELEGRAM, MONDAY, SEPTEMBER 19, 1982, 
t 





Retsil Stores Report Best Seles in 2 Yeas 
as Buying Rush Forces Replenishing of Stock 





Crowds of shoppers on Saturday brought a 


on 


ders for immediate shipments from factories and 





sharp increase in business to many depar 
stores and specialty shops, and the revival of re- 
tail sales was reflected today in replagement or- 
ders among factories and wholesalers. 

Some stores reported their sales considerably 
ahead of those a year ago, and regarded the busi- 
ness day as one of the in the last two years. 

apparently, was general, virtually 
all lines of merchandise being in demand, and the 
stores _— the effect were thos@ carrying all 
grades of goods. 

Some had not anticipated the upturn, and to- 
day were placing orders for immediate delivery 
of replacement stock; others had ho; or 
increase, but had not foreseen that it would be 
of so considerable an extent. 

In some: instances. stocks were conceded to 
have been held at a low point, and the healthy 
demand, it was said today, will be shown in or- 


.” “Peo. what to do with them. 
Held Back at Deor. 50 
j “In the 34th St. store we had to 
Stern Brothers said they “had a! 1014 them back at the door be- 
use we didn’t have any _ 
Abraham & Straus reported & ness compares well with the best at 
- any time in 1928 and 


buying tendency in evidence. 
ple seemed in the mood to buy,” the 
stores found. -~ 


nice increase over the same time (. 
last year. seats,” it was said 
good business and added that busi 

in the last few Such b 


i 
5 





The buying trend, it was said, will have its ef- |r 
fect not only upon the retailers but upon manu- 
facturers as well, and eventually upon factory 


employee. M 
. H. Macy & Co. encountered such a buying 
rush that executives said it “looked like Christ- 
mas.” 


——- —o@ 


“There was such a crowd on the in floor 
in the afternoon that we took a picture,” an ex- 
ecutive explained today. “It actually looked as 
if a Christmas rush was on.” 

At Wanamaker’s it was reported today that 
business “went ahead all along the line, ahead of 
last year in dollars.” The day, it was said, “was 
very satisfying.” 

"Gimbels and Saks Fifth Ave. store reported 
“an unusually good Saturday, with a marked 


(Continued on Page Two.) 
It was regaraea py retauers as 
particularly encouraging 





lars to a higher mark. It was point- 
ed out that it take$ many more sales 
this year ta produce a total in dol- 
1929. lars equal to that of a year ago. 

‘The buying, it was said, seemed 
to be among all classes of people— 
apparently a demand for things the 
purchase of which has been deferred 
for some time. 


The above news item, reproduced from the New York “World-Telegram” of Monday, 

Sept. 19, reflects the marked change in the retail situation that has developed in the 

metropolis since the first of this month. Shoe stores, as well as department stores, 

are sharing in the increase, some of the medium and popular price stores reporting 
the biggest sales in dollars since 1928. 





SS RE a ED 


School Shoes, the Issue 


SEATTLE, WASH.—Shoes for 40,000 
little feet to go trudging off to school, 
“not the broken-down shoes that ruin 
children’s feet,” but brand new shoes 
from stores that fit, this is the new 
issue, the new demand of Seattle’s 
Unemployed, and of Seattle’s Commun- 
ists, both joined together to enforce the 
request that would make the County 
Commissioners of King County, of 
which Seattle is the largest part, pur- 
chase 40,000 pairs of shoes. 

A fund of $5,000 was recently raised 
by Seattle’s new mayor, John F. Dore, 
for shoes and clothes for Unemployed’s 
school children, and he has, besides, 
delved down in his own pocket to 
answer the plea “Baby needs new pair 
of shoes,” but the Unemployed are not 
satisfied with the $5,000 fund, and 
threaten a school strike, taking their 
children out of school Sept. 19 until 
new pairs of shoes are given, and such 
other requests as hot lunches and medi- 
cal attention acceded to by the school 
board, the county commissioners, 
Mayor and others in authority. 

All the various workers’ groups are 
being represented in the new issue over 
shoes. A school strike conference was 
held in Seattle this week, with the vote 
to strike on Sept. 19 until the county 
commissioners appropriate $400,000, 
out of which fund brand new shoes 
for the children would be purchased. 

Already the $5,000 of Mayor Dore’s 
fund has been made available, and 
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some of the children have been sup- 
plied through their grade teachers, co- 
operating with the principal, and the 
school board, with fine new shoes, bet- 
ter than some have ever worn before. 
In their “United Front” program the 
unemployed and even employed work- 
ers are rejecting second-hand shoes and 
clothing, while demanding store foot- 
wear of the most comfortable and ser 
viceable sort. 


Adds New Line 


LOUISVILLE, Ky. — The Kaufman 
Straus Co., which features the Queen 
Quality line of shoes, has also an- 
nounced addition of the Matrix line of 
shoes, which it refers to as having been 
added to its “Hall of Names,” or out- 
standing brands of merchandise. 








Will Carry Shoes 


Norwoop, OH10—Saul and Marcus 
Shuller have opened a new clothing 
and shoe store at Main and Maple 
Streets. 


Zingg Has Own Store 


KENTON, OHIO—Amil Zingg, who 
was associated with the J. C. Miller & 
Son Shoe Co. here for 37 years, has 
opened a new shoe store on the north- 
west corner of the Public Square. He 
will carry a full line of men’s, women’s 
and children’s footwear. 
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Texas Convention Plans 


Fort WorTH, TEx.—The Texas Shoe 
Retailers’ Association have announced 
their annual 1932 convention, which 
will be held in Fort Worth Feb. 6, 7 
and 8. 

“We anticipate an outstanding meet- 
‘ing, with these early dates selected, 
which will give merchants an oppor- 
tunity to make a selection of footwear 
in time for Easter delivery,” said W. 
A. Harris, president of the association. 

“With inventories lower than in many 
seasons past, and one of the best Spring 
and Summer seasons just consummated, 
the Spring, 1933, buying at our con- 
vention should be more than encourag- 
ing to the many manufacturers who al- 
ways display their lines at the Texas 
convention. 

“Fort Worth has always extended 
the warm hand of hospitality to the 
shoe and leather industry and the past 
precedent of organizing successful con- 
ventions will again fulfill the expecta- 
tions of those who attend. Dave Tandy 
has been appointed general chairman, 
and under his able leadership the 1933 
Texas convention will exceed its previ- 
ous meetings.” 


Boosts Quality Dealers 


ROCHESTER, N. Y.—Impetus to its 
campaign to prevail upon the public to 
patronize recognized quality dealers 
was added by the Rochester Master 
Shoe Rebuilders’ Association in _ its 
booth display at the Rochester Expo- 
sition last week. 

A force of 50 workmen who donated 
their services, using leather and ma- 
terials donated by the National Leather 
and Shoe Finders’ Association, repaired 
more than 700 pairs of shoes for Roch- 
ester orphanages and for children 
placed in private homes by welfare in- 
stitutions. The display attracted thou- 
sands during the week. 





Giant Shoe for Store 


PORTLAND, ORE—D. S. Nees will 
build a giant shoe to house his business 
of making and mending shoes and 
cleaning and pressing garments. It 
will be so large that customers can 
drive their automobiles inside. Details 
of the plans are lacking at the moment. 
But one may imagine the driveway for 
automobiles in the arch of the shoe, 
the offices in the heel and the work- 
rooms in the five toes. 

As an instance of picturesque mer- 
chandising, is there anything to equal 
this giant shoe? 





J. W. Stahl Retires 


BRADFORD, OH10—J. W. Stahl, oldest 
business man of Bradford who operated 
a shoe store for more than half a cen- 
tury, has retired from business. The 
store is being operated by his son, L. E. 
Stahl, who has been associated with his 
father in the business since 1918. 








CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 

BUYER AND SELLER 


MEET . 

















SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








SALESMEN OF UNBRANDED LINES 


Would you like to make extra dollars? With a short side line, not con- 


flicting but helpful in selling your present line? Full information on 
request. Address D127, care BOOT AND SHOE RECORDER, 367 West 


Adams Street, Chicago. 





OUNG MAN WANTED to sell our lines 
of shoes in the eastern half of Pennsylvania. 
Apply with particulars as to selling record, 
and give references. Tianyed Shoe Co., 139 





Duane St., New York, 
SALESMEN WANTED—Snappy side line 
children’s flexible McKays, infants’ soft 


soles and first steps. Desirable territory avail- 
able including Ohio, Michigan, Pennsylvania, 
Indiana. Large established trade list. Give 
references, territory covered and lines now sell- 
ing. Liberal commission. Monthly statements. 
G. W. CHESBROUGH, Manufacturer, 797 
Smith Street, Rochester, N. Y 





ANTED: Salesmen who have had whole- 

sale or retail shoe experience, and who are 
well acquainted in their territories to take on 
a new shoe adjusting machine that sells at 
every shoe store. Write: Triple B Sales Co., 
202 E. Front Street, Berwick, Pa. 





SALESMEN WANTED for side line, chil- 
dren’s, misses’ shoes. Poloner Shoe Cos 110 
West Broadway, New York City. 





FOR RENT 


FAMILY SHOE DEPT. 

turnover can be doubled. Popular priced 
and largest department store 25 miles from 
New York. Address D-142, care Root & Shoe 
yee 239 West 39th ‘Street, New York, 





$40,000 present 





LINE WANTED 





SHOE MANUFACTURERS, ATTENTION! 
Shoe representative with established New 
York office desires line of ladies’, men’s, boys’, 
children’s dress; also line of work shoes—sell- 
ing direct from manufacturer to wearer. Ad- 
dress D-144, care Boot and Shoe Recorder, 239 
West 39th Street, New York, N. Y 











Shoe Department or 
Basement Needing 


a buyer who knows his New Eng- 
land sources and resources of 
women’s shoes—through success- 
ful experience in buying and mer- 
chandising in large department 
store basement. 


Communicate with me if you 
want your shoe department to 
operate in the low-priced fields at 
good mark-up with fast selling 
footwear. 

Address D-143, care Boot & 
Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





























TEN years’ experience, California. Want in 
stock Women’s Novelty Shoes. Commis- 
sion. No drawing account. 100 N. Fuller 


Ave., Los Angeles, Cal. 





FOR GREATER NEW YORK TERRITORY. 
Have experience in both manufacturing and 
selling. Acquainted with jobbing, chain and 
retail accounts. Will handle without drawing 
account. Have my own office in Marbridge 
Building. Address D-140, care Boot and Shoe 
ee 239 West 39th Street, New York, 





POPULAR PRICED LINE men’s dress and 

work shoes, Detroit and lower Michigan. 
Experienced, with wide following. Address 
D-139, care Boot and Shoe Recorder, 239 West 
39th Street, New York. 





FOR LEASE 











SHOE DEPT. WANTED 





ANTED: Desirable Shoe Department by 
live operator, in ready-to-wear or -depart- 


ment store, within a radius of 200 miles of 
* and Shoe 
7 239 West 39th Street, New York, 





PHILADELPHIA 


Opportunity to secure a beautiful store 
on Chestnut St. (formerly Ladies’ shoes) 
‘all ready to go.’’ Heart of heavy pedes- 
trian traffic; 100% location; attractive 
term lease. 
JOSEPH H. ss 
609 Franklin Tr Bldg. 











Exceptional Man 
Available 


After October first, a style, mer- 
chandise and sales executive— 
now highly connected—will be 
available for new association in 
shoe industry. Record of accom- 
plishments and_ credentials of 
highest possible calibre. Investi- 
gation through this office will es- 
tablish his capacity to successfully 
handle any large or difficult prob- 
lem allied to the fields men- 
tioned. Contact may be made 
through this office. Address the 
Editor Boot & Shoe Recorder, ? 
West 39th Street, New York, N. 




















FOR SALE 





MODERN SHOE STORE, 100% location. 
Neighborhood and transient business. With 
or without stock. Real opportunity. Write for 
full particulars. M. Olschwanger, 5233 Ash- 
land Avenue, St. Louis, Mo 





OR SALE—Well located shoe store, estab- 
lished 25 years, newly remodeled, popula- 
tion 20,000, low inventory, lowered rental. Ad- 
dress Bartmann’s, Marinette, Wis. 








Minimum charge 75 cents. 
$1.25. When a 








box number is desired twelve words should be added for the address. 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
«#7 Advertisements for this page must be in our New York office on Friday of the week preceding publication. @% 


CLASSIFIED ADVERTISING RATES 


_ rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For “all other classified advertisements the rate is 7 cents per word. Minimum charge 


In all other cases each 
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PRICE $1.00 





BOOT AND SHOE RECORDER 
TRADE MARK SECTION 


THE LATEST AND MOST 
COMPLETE LISTING OF 
_ TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


BOOT AND SHOE RECORDER 
239 WEST 39th STREET, N. Y. C. 

















SL aa) 
LAWRENCE LEATHERS 


A C.LAWRENCE LEATHER C 


BOSTON: PEABODY: NEW YORK: CHICAGO «ST LOUIS 
CINCINNATI: 


PHILADELPHIA> GLOVERSVILLE 








WANTED TO PURCHASE 


BUSINESS OPPORTUNITY 








We will pay the best price for 
your surplus or entire stocks of shoes, 


genera merchandise or department 
stores. assumed. 
Phone - Write - Call 
All matters strictly confidential. 

I. SIMON CO. 


101 Reade St., New York City 


Phone Worth 2-5922 Est. 1880 














We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 


enables us to handle large and 
small quantities. 

KIRSCH-BLACHER CO., INC. 
590 Broadway New York 








HIGHEST CASH PRICES 
PAID 


fer shee stocks, slow sellers, ote. 


leases taken over. 


Transactions ccohdoetian, 
Est. 1890 
MAX GLAUBERG 
327 Church St. New York City 
Phone: Canal 6-2833 














Shoots Winning Golf 


LOUISVILLE, Ky.—A. S. MacGillivray, 
auditor, Boston Shoe Co., with an 83 
gross, had second lowest score in the 
Louisville Retail Merchants’ Associ- 
ation first annual golf tournament, a 
one afternoon event, over the Big 
Springs golf course, and received an 
order for $5 on the furnishing goods 
department of the John C. Lewis Co. 
Bob McKim, president of the Stewart 
Dry Goods Co., was third, while a 
banker won the first prize. Thirty- 
eight golfers from the stores partici- 
pated. 





Weimer Starts Findlay Store 


FINDLAY, OHIO—E. S. Weimer has 
opened a retail shoe store at 515 South 
Main Street under the name of Wei- 
mar’s Si-En-Tiffick Shoe Store, to spe- 
cialize in the Si-En-Tiffick line of shoes 
manufactured by the H. C. Godman 
Co. of Columbus. Joseph A. Gunder- 


man is to be manager and Robert W. 
Bowman, assistant manager, of the 
business. 
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$5,000 to $15.000 
A Year 


To a few men with orthopedic experience 
we offer an opportunity to leave the shoe 
store and engage in a dignified profession 
which can be made to pay from $5,000 to 
$15,000 a year. 


Of the men chosen we require that they 
give the very highest references as to 
character and ability; that they come to 
Boston for a two to four-week period of 
intensive training; that they be in _ posi- 
tion to finance themselves for a period of 
about six months. 

To the men chosen we offer protected 
territory for the Fonte of a new, but 
proven, method of foot correction; com- 
plete independence ; and an unusually high 
return on a small investment. 


Successful offices now operating in New 
York, Boston, Syracuse, Detroit and other 
cities. For further particulars write 


ORTHOMEC SYSTEM 
140 Boylston St. Boston, Mass. 








T. M. Reg. U. S. Pat. Off. 


Patents 1,712,420 
Others Pending 





Triple Action Sale Saver 


They cushion the heel. The con- 
struction of the disc causes a 
Vacuum. The special compound 
of Velvety sponge rubber acts 
as a friction grip. 

It is no longer necessary to fit shoes 
short; Kant-Slips solve that problem. 
Parchment, grey and white kid to match 
linings. 

They vulcanize in with cement (not 
glue). Quote Retailer: O K no com- 
parison with others. Quote Consumer: 
Of all the non-slip heel pads I have 
ever used your Kant-Slip is the finest. 


DeLuxe Package in Cellophane with 
tube of cement, 12, 24 or 36 pairs, in 
display box, 12%4c. a pair. 


Ratcliff Products & Sales Co. 
Columbus, Ohio 
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IN ST. LOUIS 
$300 
to 
$45.0 


Tuband 
Shower 















htels 


MAY FAIR 


EIGHTH and SAINT CHARLES 


LENNOX 


fe» §T. LOUIS 


In the very center of 
things. Just a step from 
theatre,shoppingand busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 


Coffee Shop 
Garage Service 


Club Meals 


OPERATED BY HEISS HOTEL SYSTEM 


Remodels Department 

LOUISVILLE, Ky.—The Stewart Dry 
Goods Co., Louisville, has completed re- 
modeling of its shoe department, which 
is now handling Laird & Schober shoes, 
announcement having been made last 
Spring that the company had arranged 
to handle the line this Fall. The Laird 
line was in the Stewart store nearly 
twenty years ago, later going with Bes- 
ten & Langen, when the late Charles 
Siersdorfer carried it with him. It 
was with the latter company until re- 
turning to Stewart’s. 
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BOOTS AND SHOES 


Athletic Shoe Co., Chicago, Ill............ 58 
Ault-Williamson Shoe Co., Auburn, Me.. .. 48 


Bass, G. H., & Co., Wilton, Me............ 52 
™ Blue Ribbon Shoemakers, St. Louis, Mo.... 49 
Brooks Shoe Mfg. Co., Philadelphia, Pa..56, 58 


GE SOO TOM, o cvvccrsececencccceusss 56 

Chase, W. 8S., & Sons, Haverhill, Mass..... 54 

Clapp, Edwin, & Sons, Inc., E. Weymouth, 
Mass. 50 


Colt-Cromwell Co., Inc., New York City... 43 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 52 
Ephrata Shoe Co., Inc., Ephrata, Pa....... 52 
Evans’ Sons, L. B., Co., Wakefield, Mass... 54 


Florsheim Shoe Co., Chicago, Ill 


Freeman-Thompson Shoe Co., St. 


Paul, 
Minn. 54 


eee eee EEOC OCS E EEC O CeCe See eee 


Green, Daniel, Co., Dolgeville, N. Y..2nd Cover 
~~ Horwitz Co., Inc., Vincent, New York City. 54 
Jarman Shoe Co., Nashville, Tenn......... 10 


Keith, Geo. E., Co., Brockton, Mass........ 37 
Krippendorf-Dittmann Co., Cincinnati, Ohio 43 


~~ Manfield & Sons, Philadelphia, Pa......... 42 
Miller, I., Long Island City, N. Y......... 00 
Mishawaka Rubber & Woolen Mfg. Co., 

EEG TEND 0.000 b0.0c0ddcndeeed ease 3 
Musebeck Shoe Co., Danville, Ill........... 5 
Nettleton, A. E., Syracuse, N. Y........... 50 


Nerridgewock Shoe Co., Norridgewock, Me.. 56 
= Nunn, Bush & Weldon Shoe Co., Milwau- . 


EA WPS cb ocamecgeebe sabevsdeeaieuicess 
Old Colony Shoe Co., Brockton, Mass....... 50 
Packard, M. A., Co., Brockton, Mass....... 50 
Pedigo-Lake Shoe Co., St. Louis, Mo....... 1 
Reed, E. P., & Co., Rochester, N: Y........ 23 


Richards & Brennan Co., Randolph, Mass.. 50 
Roberts, Johnson & Rand, St. Louis, Mo.... 27 
Roth Shoe Co., Philadelphia, Pa............ 54 


Shaft-Pierce Shoe Co., Faribault, Minn... .. 52 
Smith, J. P., Shoe Co., Ine., Chicago, Ill... 52 

















A BUYING GUIDE TO 
OUR ADVERTIYERY 


IN THIS 


IYYUE 


B&B -~ és 





LEATHER AND OTHER MATERIALS 
Allied Kid Co., Philadelphia, Pa........... 39 
Colonial Tanning Co., Boston, Mass. 4th Cover 
a & Almy Chemical Co., me 


eee e eee ee eee eee eee 


Cover 
Evans, John R., & Co., Camden, N. J.... 
Felters Co., Inc., New York City.......... 33 
Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 
Hubschman, E., & Sons, Philadelphia, Pa.. 45 


SOP e meee eee meee eeaeseeeeereeeeee 


Mass. 
MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 

Mears, Fred W., Heel Co............++e00+ 41 


SHOE ACCESSORIES 
— Products & Sales Co., Columbus, pa 


CORR e teem e eee Hee eeeeeeeeeee 


ss ~ raed Shoe Findings Mfg. Co., Chicago, 
56 


CPR meee meee eee eres eeeeeeseeseeeeee 


SHOE STORE EQUIPMENT 
Shoe Form Co., Auburn, N. Y............. 50 


X-Ray Shoe Fitter, Inc., Milwaukee, Wis.. 29 


MISCELLANEOUS 
American Printing & Label Co., Cincin- si 


MOU, SEND (ccc spec ctiseticcssstbsvecse 


Glauberg, Max, New York City........... 61 
Hotel Lexington, New York City.......... 57 
Hotels Mayfair and Lennox, St. Louis, Mo.. 61 
Hotel Montclair, New York City........... 57 
Hotel Sherman, Chicago, IIl............... 57 


Illinois College of Chiropody, Chicago, Ill.. 42 


Kirsch-Blacher Co., Inc., New York City... 61 


Orthomec System, Boston, Mass........... 61 
Ratcliff Products & Sales Co., Columbus, O. 61 
Sel Plus Service, New York City.......... 55 
Simon, L., Co., New York City............. 61 
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Germany Exports Most Leather 


WASHINGTON, D. C.—Although there 
has been an exceptionally large decline 
in the international leather trade dur- 
ing the past 2% years, Germany con- 
tinues as the leading exporter, accord- 
ing to the Commerce Department’s 
Hide and Leather Division. 

Statistics covering the first half of 
the present year show that the value of 
the German foreign leather sales ap- 
proximated $12,000,000, representing 
about 35 per cent of the production in 
the same period. In the same period, 
the shipments from the United States, 
which follows Germany as a leather ex- 
porter, were valued at more than 
$7,000,000, representing only slightly 
more than 10 per cent of the output. 
France and the United Kingdom are 
the next most important leather ex- 
porters, but their foreign sales are 
much below those of either Germany 
or the United States. 


Albert J. Johnson 


NEw HAVEN, ConNn.—Albert J. John- 
son, 57, member of the firm of J. John- 
son & Sons, clothiers and shoe dealers, 
of 85 Church Street, died suddenly Sept. 
16 after a heart attack. The firm in 
which he was an executive was estab- 
lished 58 years ago by his father, the 
late Jacob Johnson. He entered the 
business at the age of 21. 

Mr. Johnson is survived by his wife, 
a son, a brother and a sister. He was 
a member of B’Nai Brith, New Haven 
Lodge of Elks, Union League Club, 
Race Brook Country Club, Harmonie 
Club, New Haven Lions Club, Chamber 
of Commerce, New Haven Business 
Men’s Association and Temple Mishkan 


Israel. 


Moore Opens in Jackson 
JACKSON, Miss.—The Moore’s shoe 
store, featuring shoes for men, women 
and children, opened for business here 
recently at 216 East Capitol Street. 
The Brown-Bilt line of shoes will be 
carried. Robert Warmack and Hugh 
McInnis, well known in the Jackson 
shoe field, are connected with the store. 
W. H. Moore is owner of the store. 











Discontinues Shoes 

GADSDEN, ALA.—The shoe department 
of Herzberg-Loveman department store 
has been discontinued. 


SHOE 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 





The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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SHARE YOUR 


PROBLEM/ 


WEEE es 2 tet 
THE /ERVICE If FREE TO YOU 





TO MANUFACTURERS AND 
WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week 


All manufacturers, wholesalers and others, 
having goods to supply the following wants, 
should address The Inquiry Dept., BOOT 
AND SHOE RECORDER, 039 West 39th St., 
New York, N. Y. 


The RECORDER will then promptly for- 
ward such catalogs or letters directly to the 
inquirers. Please refer to code identifying 
number, so that we may immediately for- 
= the information with the least possible 

jay. 


N 1271. Fittings and fixtures for chil- 
dren's shoe department. 

N 1272. Popular priced football shoes. 

N 1273. Boys’ moccasins. 

N 1274. Women’s and children’s popular 
priced bedroom slippers. 

N 1275. Women’s Riding Boots and Jod- 
phurs to retail at $10. 

N 1276. X-Ray machines. 

N 1277. Medium priced line of children’s 
shoes. 

N 1278. Price ticket stamping machine. 

N 1279. Men's popular priced field boots. 

N 1280. Advertised line of corrective 
footwear. 

N 1281. Advertising mat service. 

N 1282. Carton labels. 

N 1283. Display fixtures for shoes and 
hosiery. 

N 1284. General souvenirs. 

N 1285. Glass valances. 

N 1286. Good line of men’s shoes to re- 
tail at $3. 

N 1287. Handbags to retail at $1.95. 

N 1288. Women’s hosiery to retail at 50c. 
and 75c. 

N 1289. Women’s kid and suede gloves to 
retail at $1.95. 

N 1290. Women’s orthopedic boots. 

N 1291. Women’s popular pons novelty 


shoes to retail $2.95. 


For Your Convenience We List the 
Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 
Bookkeeping Systems 
Book on Leather Industry (Free) 
Book on Rubber Industry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s Division, State Grade: 
Barefoot Sandals 
Dancing shoes 
Infants’ moccasins 
Orthopedic 
Soft soles 
Bunny’s 
Sheepskin turns and Prewelts 
Chiropody Schools 
Dye Manufacturers 
Floor Coverings and Plans 
Foot Measuring Devices 
Handbags to Match Footwear 
Hosiery, State Grade: 
Children’s 
Men’s 
Women’s 
Labels: 
Carton 
Woven 
Lighting: 
Interior 
Windows 
List of Union Stamp Factories 
Men’s Division, State Grade: 
Army shoes 
Cowboy boots 
Field boots 
High cut shoes 
Moccasins 
Safety shoes 
White canvas shoes 
Work shoes 








N 1292. Men’s popular priced work shoes. 


N 1293. retail for 


Women’s shoes to 
$4.00. 


N 1294. Men’s, women’s and children’s 
house slippers. 

N 1295. Men’s and women’s popular 
priced riding boots. 

N 1296. Police shoes to retail at $3.00. 

N 1297. Chiropody schools. 

N 1298. Terry Cloth bath mules. 

N 1299. Men’s high top boots. 


N 1300. Nurses’ oxfords. 
N 1301. Window materials. 
N 1302. Electric signs. 
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Slippers: 
Dancing 
Dr 


Tap Dancing 
Wool 


Active Sports Shoes: 
Aviation 
Basketball 
Baseball 
Bowling 
Boxing 
Camping 
Football 
Fishing 
Golf 
Gymnasium 
Hunting 
Riding 
Soccer 
Tennis 
Track 

Rubber Goods 

Resident Buyers 

Riding Boot Accessories 

Store Fronts 

Store Equipment: 
Store seating plans 
Show cases 
Ladders 
Shelving 
Valances 
X-Ray machines 
Foot rests for shine stands 
Fitting stools 
Mirrors 
Stock Cartons 

Shoe Laces 

Signs, Electric 

Stock Keeping Systems 


Guayeniess 
Dolls and doll shoes 
General souvenirs 

Shoe Cabinets 

Shoe Dressings and Dyes 

Shoe Findings 

Shoe Heels 

Shoe Ornaments 

Shoe Trees 

Spats 

Trade Mark Directory of Shoes, etc. 

($1.00) 


Vamp Rollers and Stretchers 


Women’s Division: 
Ballet 


Tap 
Russian boots 
Dancing sandals 


Dancing— 


Camping boots 
Orthopedic shoes 
Riding boots 
Sport moccasins 
Sport shoes 


Party Slippers 
House Slippers 
Wool Shoes 


Windows: 

Corrugated decorative paper 
Clips for price tickets 
Backgrounds 
Display art panels 

’ Floral decorations 
Reflectors 
Display fixtures, shoes 
Display fixtures, hosiery 
Price tickets 
Show card service 
Arch Support Shoe Stands 
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HERE’S THE STYLE AND COMFORT 











THAT IS MAKING ales 








Designed by expert stylists, the entire Vitality 
Health Shoe line presents an unusually striking 
combination of advanced style and vitalizing com- 
fort, unique in the Health Shoe field. 


Vitality has consistently maintained its policy of 










DIANA 


Brown Kid using only uniform, high quality materials. This 
Patent insures permanent shapeliness throughout a long 
Black Kid renee ? 
life time of serviceable wear. 
An aggressive, consumer advertising campaign, 
LYDIA : ; ‘ 
reaching 7,500,000 homes, is keeping constantl 
Black Suede ™ ee 


in the consumer’s mind Vitality’s style, quality and x ck 
ies comfort features. “4 
‘, ; 
NY; This outstanding line at popular prices is making 
a® this a Vitality Season! Write for our complete cat- —_/|/ 
| *  alogue today. ( A ; 
VITALITY SHOE COMPANY : ST. LOUIS, MO. 1 


Black Kid 








Branch of International Shoe Co. 





Our efficient In-Stock Service assures rapid turn-over 


CHARLOTTE NORMA 
Brown Kid Brown Kid 
Black Kid Patent 

Black Kid 
White Faillene 


Black Faillene 





ITA 


ealth shoes 











WOMEN’S CHILDREN’S BOYS’ 
AAAA to-EEE Widths and sizes AtoE 
Nationally Sizes 2 to 11 $3 anets 5 pa “9 $5 for all ages Sizes 1 to 6 
Advertised in Extreme Styles $6 A Few Styles $6 $2 to $4 $4 
VOGUE + LADIES HOME JOURNAL » McCALLS » GOOD HOUSEKEEPING » PHOTOPLAY 
Vol. 102, No. 4. Published every week by the Boot & Shoe Recorder Publishing Company Division of United Business Publishers, Inc., 239 W. 39th St., New York, N. Y. 
second class matter Sept. 10, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1279. Subscription price, $3.00 pr year. Printed in U. S. A. 
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AN EVEN GREATER 


countless additional pairs 
of white kid shoes which 
could have been sold this 
summer if the trade at 
large had properly pre- 
pared for the demand. 


There is need, however, to 
point out that the white kid 
shoe is an all year round 
seller; and to emphasize 
that the strong trend to- 
ward more classic patterns 
insures salability with 


profits. 




















THERE’S no need to remind you of the 
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WHITE KID SEASON DAWNS . 


EVERY source of fashion predicts an increased sale 
of white kid shoes in 1933. 
There will be an irresistible 
surge toward this leather and 
LEVOR, as always, will 
demonstrate leadership in 
whites. 


* :. The buying public is resum- 
“My tine ing the traditional habit of 
seeking the known, rather 
than the unknown, despite 
see Bae cheapness. It is vastly impor- 
eyes —séttant for the trade to do like- 
: + wise. Buy tested, proven 

leathers as long as their prices 
are competitively reasonable. 


















America” 


NEW YORK 
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THE SHANNON 


Plain lines give rich style to this 
model made by the Conrad Shoe 


used for style and comfort. 





“MBER' 


BUT THIS TOE WON'T BREAK DOWN OR CREASE 


TOES NEEDN’T BE HARD as rock to hold their stylish shape. Armstrong’s 

Armstrong's Cork Box Toes are springy—hold their smooth shape without wrinkling or 
creasing. They’re soft and pliable where tip joins vamp but the sidewalls and 

Product forepart are firm. These toes won’t “‘pancake”’ or sag. They provide comfort 
where comfort is needed—and strength where strength is needed. Have 

a pair of shoes made up in your size with Arm- 

strong’s Cork Boxes. Test this wrinkle-proof 


ARMSTRONG'S Sie Siw mntattter este pc 


for every type of shoe—wide toe or narrow, 


eee non TORS “ee se 


-Derrorr - New Yor« PHitapELPHia «~—sSt. Louts Division, 933 Arch Street, Lancaster, Penna. 
When writing advertisers please mention Boot and Shoe Recorder 
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Would you like to receive a copy? Write to 
The American Weekly, 959 Eighth 
Avenue, New York City. 
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HE ultimate success of any impor- culation of 5,581,137, its influence is so 
tant advertising campaign is de- wideand powerful that it actually exerts 
pendent, first, upon the selection of the pressure on the buying habits of one 





medium which reaches the greatest pos- 
sible number of people. 

When a manufacturer advertises his 
product in THE AMERICAN WEEKLY, he 
is enlisting the selling force of the great- 
est magazine in the world. With a cir- 


out of every five families in America. 
The way to make the readers of THE 
AMERICAN WEEKLY your customers, and 
to get your share of their business, is to 
feature the merchandise advertised in 
this magazine. That’s good business! 





What is The American Weekly? 


The American Weekly is the largest magazine in the world. It is distributed through 
17 great Sunday newspapers. In 558 of America’s 995 towns and cities of 10,000 
population and over, The American Weekly concentrates 70% of its circulation. 

In each of 136 cities, it reaches one out of every two families 

In 105 more cities, 40 to 50% of the families 

In an additional 153 cities, 30 to 40% 


In another 164 cities, 20 to 30% 


. and, in addition, more than 1,750,000 families in thousands of other communities, 
large and small, regularly buy and read The American Weekly. 
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A LASTING ECLIPSE 











An important advance in the art of good shoemaking is made 
possible on this new type of last. 


A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 
edge of this recess. 


When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 


The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 


The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Colored Leather 




















LUXOR 






Fight For Extra Pairage 


Have in your stock several of your best numbers of LUXOR CALF—Color | 


88—and show them every time you give the customer a fitting in black 
shoes. 


Your thrifty customer may actually have in mind, yet hesitate to express his 
want for, a second pair in tan, when he drops in and says, “Id like to see a 
nice pair of black shoes.” ; 


Your pairage volume will grow faster if you urge the convenience of buy- 
ing at one fitting two pairs, one “tan,” the other black. In nearly every 
case you will find that most of your customers are actually short on foot- 
wear. Many aman has been pinch-hitting his nickels until the old ball game 
loosened him up. PLAY BALL! 


LUXOR Calf—Color 88—is just the right shade of rich lustrous brown 
that will set-off the new suitings of brown, banker’s gray, or blue for busi- 
ness wear, or spectator sports. Its fine grain with tight break adds both to its 
style appearance and its wear-value. Its mellowness adds the comfort fea- 
ture every man expects in his “‘kicks.” 


Ask your manufacturer to show you Color 88; or write us for swatches. 


r cather Ca: 
Girard O 


When writing advertisers please mention Boot and Shoe Recorder 


Style No. 1215 made of - 
LUXOR Calf Color 88; 
in stock; C and D widths. 


Curtis Shoe Company, Inc. 
Marlboro, Mass. 
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JUST WHAT IS 


THE STANDARD OF QUALITY 
IN MEN’S SHOES? 


Craftsmanship . . . . in the fine 
points of tanning leather. 
‘ Pes _ ea 
Craftsmanship is the*fesult of a ripe 
experience not always accumulated 
in one generation. We combine 
the experience of generations, aided 
by scientific research in producing 
leather that shall add distinction to 
the footwear into which it goes. 





EISENDRAT 


AA 





e 
EISENDRATH CALF is found in the nationally known lines of men’s shoes, 


and with these companies quality has to be at all times paramount, and not 
price. Likewise, EISENDRATH CALF is not a price product. 


No. 2564—Made of 
Eisendrath Kinross, 
Croydon last. 


Black shoe No. 1564. 





Both carried in stock. 


B.D. EISENDRATH TANNING CO. . 


RACINE WISCONSIN cen, 


Chicago—130 N. Wells St. Boston—195 South St. 
When writing advertisers please mentioh Boot and Shoe Recorder 




















